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HOW ARE YOU 
GOING TO MAKE THAT INVESTMENT 
WORK FOR YOU? 


Your dollars invested in film production can be put to work for pen- 
nies invested in professional distribution. To make the difference 
between a so-so film program and a successful one, employ the spe- 
cialized services of Modern Talking Picture Service, the professional 
distributor of business sponsored films. Get your payoff through 
Modern’s quality distribution to TV, theatres or 16mm audiences. 


MODERN Talking Picture Service, Inc. 


SALES OFFICES 3 East 54th Street, New York 22 / Prudential Plaza, Chicago 1 


210 Grant Street, Pittsburgh 19 / 612 S. Flower Street, Los Angeles 17 / 19818 Mack Avenue, Detroit 36 









ITS OUR 
BABY... 


... and we love it! 
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This is one of the many delightful objects you would come across d 


through our prop department. Years ago we used it in a motion picture ind uw 



























became quite fore 





There are many such oddments in our prop department, and if you’d 
like to see them, do feel welcome to drop in any time. If you spot one that 
you'd like to use in a motion picture or slidefilm of your own, feel free to 
speak up and we'll be most happy to accommodate you. 





In fact, we’d be pleased to make the picture, too. We’re in a very good 
position to do this, because in addition to a varied assortment of props, 
we have several cameras, lights, directors, cameramen, producers, writers 
and account executives, some of whom, mind you, are Vice Presidents. 


The reason we have so many of these is simply that we have many clients. 
The clients, in turn, seem to be as fond of us as we are of the wicker baby 
carriage, and for the same sentimental reasons refuse to cast us off. 
This, as you can readily understand, pleases us very much. 


So if you have a problem (doesn’t everyone?) that might be eased a bit 
by the right camera, director, lighting, writer, cameraman, account execu- 
tive or wicker baby carriage, let us know where you can be reached and 
we'll do the rest. 


: : 3 CHICAGO: BRoadway 5-1200 HOLLYWOOD: HO 9-5338 
Communications For Business DETROIT: TUxedo 2-3740 NEW YORK: PLaza 9-0854 
WEbster 3-2427 PITTSBURGH: GRant 1-6240 

CLEVELAND: TOwer 1-6440 CINCINNATI: GArfield 1-0477 


TWIN CITIES: Midway 6-1055 SAN FRANCISCO: DOuglas 2-7789 
AKRON: STadium 4-5514 





Ansco 16mm Color Duplicating Film Type 238 


SAVE 
RERECORDING 


COSTS! 


Rerecording costs killing your rate structure? You can reduce from 35mm to 
16mm directly without rerecording. Just use Ansco 16mm Color Duplicating 
Film Type 238. 


Type 238 reversal film is specifically designed to produce superb color rendi- 
tions plus high fidelity sound through direct reduction! 


From a cost and quality standpoint, doesn’t it make sense to use 238? Ansco, 
Binghamton, N. Y., A Division of General Aniline & Film Corporation. 


BUSINESS SCREEN MAGAZINE 




















q One of America’s Great 
Industrial Film Companies 


723 SEVENTH AVENUE - NEW YORK 19,N.Y. PLAZA 7-8144 
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CAN SALES 
BE MADE 
BEFORE 

A CALL? 


Let’s say you're interested in a sales 
development program that gives your 
men a clearer understanding of the 
essential elements in a successful 
sale. 


You'll find this Better color sound 
slideflim training program offers stim- 
ulating ideas, like: 
“Sales should be made mentally 
before calls are begun. . .” 


That's just one of the themes on which 
resultful sales training meetings can 
be developed with ease, and a min- 
imum of effort on the part of the 
sales director. 


Closing the Sale 


This dynamic filmstrip takes only 15 
minutes . . . shows salesmen how to 
make presentations aimed at closing 
the sale from the moment of the 
opening remark. 


ONE IN A SERIES OF DRAMATIC 
COLOR SOUND SLIDEFILMS: 


"Selling Is 
Mental” 


WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 


= wf 


BETTER 
Selling Bureau 


I 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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PROVIDING EVERY EDITORIAL AND PROCESSING FACILITY FOR 16mm FILM PRODUCERS 
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SELLS YOUR 
STORY 
6 WAYS 








. “snap in” 
“snap out’ 





CONTINUOUS 
COUSINO 
ECHO-MATIC 
TAPE 


Picture on 
Solorbrite 
Screen was not 
retouched or 
stripped in. 


TRI6SS (illustrated) $398 LIST 
1655-C (without sound) $225 LIST 


® 
‘ — Pictur-Vision introduces 
PC: @ wsior continuous high-fidelity 
sound, synchronized with 
‘round-the-clock slide projection. The versa- 
tility of this new unit is astonishing . . . check 
these 6 ways Pictur-Vision can be used: 


1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 
at 9 second intervals. 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


s—High-fidelity musical background repeats every 


20 minutes while 16 slides automatically change 
every 9 seconds 


ai 


500-HOUR WORRY-FREE PROJECTION LAMP 
Even in full daylight, the 750-watt lamp projects a full, radiant 
image on the large 16-inch screen. Magnetic 6 x 9-inch 
speaker gives clean, hi-fidelity tone at any volume from a whisper 
to top convention-hall sound. Bleached-mahogany finish cabinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


POC & wsioiy 


PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin 


6é—As a straight projection cabinet, with 16-inch 
Solorbrite screen. 


RIGHT off the NEWSREEL 


Year's Best Safety Films 
to Be Honored at Congress 


Winners of plaque awards for 
the past year’s best safety motion 
pictures and slidefilms will receive 
these honors during the 48th Na- 
tional Safety Congress, to be held 
in Chicago October 17th-2\Ist. 
The National Committee on Films 
for Safety, which annually selects 
the outstanding safety education 
films of the year, will handle the 
presentation ceremony under the 
direction of William Englander, 
its secretary. Ve 

* *x * 
"G1 ~Audio-Visual Convention 
Opens in Chicago July 22 


Dates for the 1961 National 
Audio-Visual Convention have 
been confirmed. At the close of 
the recent 20th Annual conven- 
tion in Chicago on August 9th, 
Executive Vice-President Don 
White of the sponsoring National 
Audio-Visual Association, an- 
nounced that the 21st gathering 
will be held on July 22-25, also at 
the Hotel Morrison in Chicago. 

ye 
ae * co 
Home Fashions League Now 
Previewing Festival Films 


Members of the Film Festival 
Committee of the New York 
Chapter of the National Home 
Fashions League, Inc. are cur- 
rently previewing motion picture 
films for selection of from eight to 
twelve films to be shown at their 
annual Film Festival in February, 
1961. 

The purpose of the Film Festi- 
val is to keep members of the 
League and the public abreast 
with new and informative films 
produced within the last year in 
all areas of home fashions. The 
League is seeking films in the 
fields of design, home decorating, 
home fashions products, architec- 
ture and sales training, which are 
the best in their respective cate- 
gories. The films can be of a doc- 
umentary nature or they may be 
commercial. 

Firms or individuals who have 
films for previewing should con- 
tact Elda Hartley, Hartley Pro- 
ductions, Inc., 339 East 48th 
Street, New York, N. Y. for fur- 
ther information. Ly 

* * OK 
Animation, Inc. Says Local 
Violates New Labor Code 

Violation of the newest labor 
law was charged against the 
IATSE Screen Cartoonist Local 


839 by Animation, Inc., in a com- 
plaint filed with the National La- 
bor Relations Board, announced 
Earl Klein, president of Anima- 
tion, Inc., Hollywood. 

Klein said he lost a screen car- 
tooning sub-contract which UPA 
had agreed to give Animation, 
Inc., when the union business 
agent, Larry Kilty, pressured 
UPA officials for dealing with the 
firm which has no contract with 
Local 839. UPA _ subsequently 
cancelled the deal with Anima- 
tion, Inc. 

This action is a direct breach of 
the Landrum-Griffith Act, Klein 
charged. 

It is the first such federal ac- 
tion sought in the film industry 
since passage of the Eisenhower- 
sponsored labor bill. 

Ralph H. Kennedy, regional 
director of the NLRB said the 
federal government would thor- 
oughly investigate the complaint. 
He has assigned Attorney David 
Reisman to probe the matter. 

Howard LeBaron, labor advi- 
sor for Animation, Inc., presented 
the complaint to the labor board. 


* ok * 
Graphics Expert Talks on 
Reports at NVPA Meeting 

Herbert C. Rosenthal, presi- 
dent of the Graphics Institute and 
creator of stockholder and annual 
reports, was the featured speaker 
at the first fall meeting of the Na- 
tional Visual Presentation Asso- 
ciation, held at the Brass Rail res- 
taurant in New York City on Sep- 
tember 8th. 

Mr. Rosenthal’s presentation, 
supported by projected visuals, 
covered the development of ideas 
useful to those planning and pro- 
ducing annual reports. me 

*” a * 
Technicolor Earnings Gain 
Reported at Half-Year Mark 

Earnings of Technicolor, Inc. 
continued to show gains in 1960, 
over 1959, with consolidated net 
income after taxes for the 28 
weeks ended July 9 at $288,243. 
This compares with a net loss of 
$74,569 after applicable tax credit 
for the same period last year. 

According to John R. Clark, Jr., 
president of Technicolor, the im- 
proved results for 1960 were 
achieved by an increase in the 
Company’s motion picture reve- 
nues and with a vigorous program 
of cost reduction and reorganiza- 
tion begun early this year. 
(MORE NEWS ON PAGES 16-26) 
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contribute unique and 













valuable services to 





insure the most effective 
method of communicating 
ideas to audiences 
through the proper 
utilization of better 


motion pictures. 











LOS ANGELES 
07 North Occidental Boulevard 
Los Angeles 26, California DUnkirk 8-5121 





IDHN SUTHERLAND PRODUCTIONS, INC. 


NEW YORK 
136 East 55th Street 
New York 22, New York Plaza_5-1875 















































































































































NNOVATIONS in the field of projection 

equipment have a way of opening new 

potential fields of application, they seldom 
outmode older types of projectors! 16mm op- 
tical sound has been a “standard” for three 
decades; but thousands of plant engineers, 
time-study men and other ingenious film users 
still get basic mileage out of their 16mm silent 
projectors. 16mm _ optical-magnetic projectors 
actually didn’t replace anything—they simply 
opened up new fields of utilization for annual 
thousands of internal 16mm magnetic sound 
films. 

That’s the way it’s going to be with 8mm 
magnetic sound equipment. You'll be able to 
distribute miniature packages of these little 
8mm _ sound-striped prints when 8mm sound 
projectors are numerous enough to warrant 
their use. These smaller machines are less ex- 
pensive than their 16mm magnetic counter- 
parts; and 8mm sound print costs are definite- 
ly going at 33'4% less than 16mm already. 
Mailing comparisons fascinate us, because now 
it’s really possible to airmail these little packets 
to overseas trade offices, foreign plants, agents, 
etc. 

But the first question our eager readers are 
asking us: how do I get into production for 
8mm sound? 

Certainly, for anything that adds up to an 
important film for multiple print distribution, 
all experienced hands tell us: stick to 16mm 
or 35mm original production methods. Sure, 
it’s fun to try your hand with one of those 
8mm sound camera gadgets now on the mar- 





TODAY'S PICTURE IN 
PROJECTION 


by Eyre Branch 


ket. And maybe you should for a one-print 
survey film or a very limited application. But 
professional know-how, camera excellence in 
lenses, field and precision are all on the side 
of the Arri’s, Mitchells, Auricons or what have 
you. 

Then, too, all the experienced labs know 
what to do with your professional footage; 
professional magnetic recording originals. It’s 
time to think about 8mm sound prints and 
projectors when the use in the field warrants 
the savings that occur at that distribution point. 

As a “small group” medium, for audiences 
from one to 10 or 20 persons, there’s a great 
and immediate future of 8mm sound projec- 
tion if you need to equip your service organi- 
zation, your field salesmen, branches, etc. for 
a fall or winter campaign coming up. It won't 
pay to replace any operating 16mm optical or 
magnetic equipment, of course. But if you're 
like our friend on the export desk at one of the 
big oil companies, the potential of fast com- 
munication of visualized-sound material is 
well worth looking into. 

Let’s take a closer look at print and mail- 
ing costs for 8mm sound. Thinking in terms of 


a 50-print program (an 800-foot film), ex- 
cluding original production, you can buy 50 
16mm optical prints, in color, for about $70.00 
each. 50 magnetic-sound-on-8mm film prints 
of the same subject will cost you $44.00 per 
print. These prices include reel and can. 

But an 800-foot, 16mm reel, in shipping 
case, weighs about 51% Ibs. The same amount 
of program material on a 400-foot, 8mm reel, 
in can and mailing container, weighs only 1! 
lbs. So take a look at the following tabulation, 
based on mailings from New York City to two 
U.S. centers and two distant overseas points: 


Surface-Ship Air Parcel 
Mail Post: US 


Air Mail 


(overseas) 
To: lo6mm 8mm lomm Simm lomm 8mm 
Chicago Ble Ite $3.50 $1.26 

S. Francisco B5e lhe $4.80 $1.60 

London $1.85 Tie _ $8 9.60 83.05 
Bombay $1.90 de —_—_ $21.86 86.50 

Clarification of the special “educational” 
rate now applied to 16mm sound films for the 
new 8mm sound dimension is not yet final. 
But it was the intent of the Congress to apply 
this rate to film content, rather than to the size 
of the material, so at this writing it appears 
likely that the same acceptance will be given 
8mm sound-on-film prints. We'll keep you ad- 
vised on this point. 

However, it’s in the overseas field where 
8mm sound really cracks the Air Mail cost 
barrier for rapid distribution. Time for imagi- 
native thinking by the export marketer in par- 
ticular! 

Summing up this phase of our “preface to 
the 8mm era” it’s obvious that the field has 


a J/-LO4-J0 = 
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TAPE SaGe aay 


1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central 
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cOmMPco 


professional quality reels and cans 
are preferred by... 


~“the customers 
~ a 
WILDING 


LOM munications 


‘or Business 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco's su- 
periority is attributed to a new, major 
advance in film reel construction—result- 
ing in truly professional reels that run 
truer, smoother, providing lifetime protec - 
tion to valuable film. Compco reels and 
cans are finished in a scfratch-resistant 
baked-on enamel, and are available in al! 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to 


COMPCO corporation 


1800 N Spevuiding Ave.. Chicago 47, | 


PROJECTING the PICTURE 
(CONTINUED FROM PAGE EIGHT ) 


simply added an important new dimension, 
outmoding nothing; persuading the optical 
sound projector manufacturer to make further 
progress in lighter-weight equipment. Existing 
production methods are the safe, sure way to 
get the kind of quality picture and techniques 
that merit 50, 100 or 1,000-plus 8mm sound 
prints when you need them. 


The Trend Toward 8mm Sound Standards 

In our first column, we observed that the 
film industry and, more important, those who 
utilize its services as sponsors, had better wait 
until 8mm sound standards are finalized. We're 
glad to report that action along those lines is 
coming along fast! 

Committees of the Society of Motion Pic- 
ture and Television Engineers (SMPTE) are 
even now hard at work on the necessary and 
acceptable “American Standards” (ASA) 
and/or “Society Recommended Practices” for 
8mm sound. 

What goes on here will be of interest to 
those unfamiliar with the procedure for estab- 
lishing these two types of “standards” for the 
field. 

The procedure followed from original re- 
quest to a final “American Standard” is 
lengthy and involved. The promulgation of a 
“Society Recommended Practice” is fairly 
streamlined. However, both procedures have 


WHAT 
GOOD 
IS A 
kLLM 


unless it solves a problem? 


Since 1947, our specialty has been helping clients get results and achieve goals 


through films and other visual and written communications. 


What we provide—in essence—is down-to-earth communications . . . 


grown out of considerable years of experience 
and have proven their validity in practice. 

The ASA procedure calls for preliminary 
studies by the committees involved, under the 
Engineering Vice President of the SMPTE. 
Then, the proposed Standard must be pub- 
lished in the Society Journal for a period of 
trial and comment (normally three months). 
It is later submitted to the ASA Sectional 
Committee on Cinematography and finally to 
the Society’s Board of Governors for sponsor 
approval. 

After this the long-tested “Standard” is re- 
turned to the American Standards Association, 
submitted to its Photographic Standards 
Board and, upon approval, to the ASA Board 
of Review. Approval here finally establishes 
the proposal as an American Standard. Small 
wonder that this lengthy journey takes at least 
12 months from start to finish! 

It might be pointed out that a “Society Rec- 
ommended Practice” permits more rapid proc- 
essing and that when field testing a new develop- 
ment (such as 8mm magnetic sound-on-film ) 
wide agreement may be more readily achieved 
through a “Recommended Practice.” The 
processing for this short-form approval takes 
only six steps; an “American Standard” takes 
thirteen. 

Staff Engineer J. Howard Schumacker at 
SMPTE Headquarters in New York City gave 
us these answers as impending standards: 
PROJECTOR SPEEDS: for 8mm _ sound, 24 
frames per second, the same as the present 


(CONCLUDED ON PAGE SIXTY-ONE ) 


Representative clients include IBM Corporation, Charles 
Pfizer & Co., Carrier Corporation, Metropolitan Life Insurance 
Co., Pan American World Airways, The Borden Company. 


Robert A. Lightburn, President 
TFI Productions 150 W. 54th Street, New York 19, New York 


Please send a copy of the “TFI HANDBOOK OF 
COM MUNICATION SERVICES” to: 


Name Title 


Communications that reach your audience in terms they understand and accept... 
Communications that really come to grips with your problem and help solve it 
Company 
Address 


TFI PRODUCTIONS - founded in 1947 as Training Films, Inc.*150 W. 54th Street, New York 19, New York * COlumbus 5-3520 


Write or phone for “TFI Handbook of Communication Services” today. 
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GRIP EQUIPMENT 


1600, 1000, 700, 300, 200 Amp. D.C. 
100, 50, 30, 20 Amp. A.C. 


PROPS 


.».you'll find 


Man and his camera are only as good as the equipment backing him up... 
that’s where CHARLES ROSS “shines”. Assure yourself of the right light- 
ing and grip equipment for every job from one of the largest inventories 
in the east...a moments notice starts anything from a powerful generator 
truck to a director’s chair on its way to your location. Enjoy all the con- 
venience, savings and dependability that our 39 years of leadership can 
give you...in the motion picture, TV and Industrial fields. 


RENTALS sates service 


Send for a schedule of rental rates 


Lighting the Motion Picture Industry Since 1921 


ay 


333 West S2nd Street, New York City, Circle 6-5470 


INC, 











SPEC LAL ISTS 


AT YOUR SERVIC 








See the difference... 


when 16mm Color Specialists process prints! 


Color Reproduction Company has always believed only Specialists can produce the 
FINEST QUALITY. That’s why Color Reproduction Company in over 21 years of 
Specializing exclusively in 16mm color printing, has earned a reputation for guaranteed 
quality which is the Standard of the Industry. The cost of your production warrants 
finest quality prints. See what the technical know-how and production skills of Color 


Reproduction Company's specialists can do for your 16mm Color Prints! 


Rs PRODUCTION COMPANY 
7936 Santa Monica Blivd., Hollywood 46, California 


Telephone: Oldfield 4-8010 


Mitchell Camera, Vinten Unite 
for International Sales, Service 

The Mitchell Camera Corpora- 
tion of California, known for their 
fine film studio cameras, aircraft 
cameras, research and develop- 
ment work, and W. Vinten Ltd. 
of London, England, makers of 
equipment in the film, aircraft, re- 
search and television areas, are 
extending a merger to utilize their 
joint resources to an even greater 
extent than before to promote the 
products of Vinten in the North 
American market and of Mitchell 
in the European and United King- 
dom markets. 

A company, jointly owned by 
Mitchell and Vinten, has been in- 
corporated under the name of 
Mitchell-Vinten Inc., with offices 
in Glendale, California and New 
York City. In addition to pro- 
moting the sales of Vinten prod- 
ucts designed for the American 
market, servicing and manufactur- 
ing facilities will be available in 
America for the first time for Vin- 
ten products. 

The latest step is a new com- 
pany being organized to promote 
the European and U.K. markets 
for the products of the Mitchell 
Camera Corp., and to provide 
manufacturing and servicing fa- 
cilities in London for Mitchell 
products. 

Mr. Charles Vinten, managing 
director of W. Vinten Ltd., and 
Mr. John McCall, executive vice- 
president and general manager of 
the Mitchell Corp., jointly an- 
nounced the new move, and said 
that the new corporation will 
have offices both in London and 
on the Continent. Ly 


* * * 


National Defense Costs Less 
Than We Think . . . Buys Plenty! 

Tax-conscious citizens (aren't 
we all) can reflect on a few good 
facts about the nation’s defense 
expenditures: 

Sales of new cars and the de- 
fense budget usually come out 
about even in any given year. 

The tab for family tobacco and 
food is more than two times 
greater than the defense expendi- 
tures. (Gosh, we have to eat, 
though don’t we?) 

But in 1959, Americans spent 
$313,800,000,000 for goods and 
services, about one-eighth of this 
being for national security. Under 
the shelter of defense, Americans 
were able to spend 8.3% more 
for private education and research; 
8.9% more for recreation and 
relaxation; 7.5% more for reli- 
gious and welfare activities and 
7.7% more for foreign travel. 
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PUBLIC RELATIONS - EDUCATIONAL: TRAINING » MEDICAL: FARM ...and 


Technical pictures don’t have to be too technical. 

Technicians are also people. Their worlds are complex 

ones, but the technical motion pictures they seem to 
—_ 

prefer are the ones which are clear, interesting and well ’ ca h ri | cc} aA i 

executed, as well as being accurate and informative. Put 

yourself in an audience with upper-case technicians and 


| a Ro aed ee 


vou couldn’t tell a physicist or a biochemist from your 


neighbor next-door. Technical groups want motion 


pictures on technical subjects to be, in the first, second by 


and third place, good motion pictures. 


Audio... 


Among our clients 


Atomic Energy Commission National Board of Fire 


. Underwriters 
American Bosch Arma Corp. 


} : National Cancer Institute 
American Machine : 
& Foundry Co. National Cotton Council 
American Telephone Port of New York Authority 
& Telegraph Co. Schering Corp. 
Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 


& Co., Ine. Union Carbide Corp. 


Ethyl Corporation U. S. Navy 
The Gillette Company Western Electric Co. 


McGraw-Hill Book Co. Westinghouse Electric Corp. 


and many, many others 


Audio Productions, inc. 


roklet... = FILM CENTER BUILDING + 630 NINTH AVENUE - NEW YORK 36, N. Y 


“4 TELEPHONE Plaza 7-0760 


Frank K. Speidell, President * Herman Roessle, Vice President - P. J. Mooney, Secretary & Treasurer 

Vice-President, Sales: T. H. Westermann 

Producer-Directors: Frank Beckwith Alexander Gansell Harold R. Lipman 
L. S. Bennetts H. E. Mandell Erwin Scharf 





A Producer is known 
by 
the 
clients 
he 
keeps 


UNITED AIR LINES 

YOSEMITE PARK & CURRY CO. 
GENERAL PETROLEUM CORP. 

N. W. AYER & SON 
INTERNATIONAL HARVESTER CO. 
SOCONY MOBIL OIL CO. 

UNION PACIFIC RAILROAD 
HAWAIIAN AIRLINES 

DOUGLAS AIRCRAFT CO. 
MONSANTO CHEMICAL CO. 
SOUTHERN CALIFORNIA EDISON CO. 


BURKE DOWLING ADAMS, INC. 


DELTA AIR LINES 


The above list of cur- 
rently active Cate & Mc- 
Glone clients, together 
with the year in which 
our relationship began, is 
an impressive testimony 
of the quality of service 
which this firm has ren- 


dered through the years. 


_ CATE an MPCGLONE 


21 CROSS ROADS OF THE WORLD, HOLLYWOOD, CALIFORNIA 


International Harvester Company Presents— 


A Tribute to the Public Works Man 


7 EXPECTED ANNOUNCE- 
MENT of National Public 
Works Week (October 2-8) will 
find the International Harvester 
Company ready with one of the 
year’s most timely and interesting 
new motion pictures. 

A new half-hour 16mm sound- 
film, Headline for Harper, has 
just been completed by Parthenon 
Pictures, Hollywood, to highlight 
50 years of progress in the field of 
public works and is a special trib- 
ute to the unsung heroes of that 
field who daily serve the American 
public in the Public Works de- 
partments of our cities. The film 
is dedicated “to the men of Public 
Works who make daily living safer, 
healthier and more comfortable 
for the American public.” 


Television Version to Be Ready 


Althsugh Headline for Harper 
was produced in color for expected 
and numerous urban showings, a 
special 29-minute black & white 
version has also been prepared for 
public service use on television, 
especially during Public Works 
Week. 

Sterling Movies USA will han- 
dle the television release; the Con- 
sumer Relations Department at 
Harvester is booking 16mm group 
showings. The film was produced 
in cooperation with the American 
Public Works Association and had 
its premiere during the recent 
American Public Works Congress, 
held in New York City last month. 


Prologue by N. Y. Commissioner 


The longer, 16mm color version 
carries an excellent prologue com- 
mentary by Paul Screvane, Com- 
missioner of the Department of 
Sanitation of the City of New 
York. Kiwanis International is one 
of the national groups which will 
take an active role in distributing 


the film through its member groups 
this year. 

In a most unusual gesture, the 
Public Works Association has pre- 
sented a plaque to Harvester com- 
pany “in sincere appreciation for 
sponsoring Headline for Harper.” 
Enlightening and Entertaining Film 

In paying a sincere tribute to 
the men of Public Works, the film 
recounts the 50-year career of 
“Harper” as it brings to light the 
many services in which he pio- 
neered in his community. 

Good use of flash-backs shows 
progress that has been made in 
street construction and mainte- 
nance, water supply, sewage and 
refuse disposal, street lighting and 
other functions indispeasable to 
modern urban living. 

There is no “headline” for Mr. 
Harper (who never appears in the 
film except in an early photo- 
graph) but his career is rich in the 
contributions he has made and it 
is on the occasion of his retirement 
that the story begins. 

Both the team of creative and 
technical craftsmen of Parthenon 
and the sponsor can take pride in 
this picture. It provides, in its 
entirety, a message to the citizen 
who takes for granted the men 
and the services depicted . . . and 
it puts forth a challenge that should 
stimulate understanding for the 
Public Works jobs to be done in 
the future. Our growing cities and 
their exploding populations bear 
ample testimony to the vital im- 
portance of the Public Works man. 

How to Secure This Picture 

Requests for television showings 
(October 2-8) should be directed 
to Sterling Movies USA offices; 
other prints will be available via 
International Harvester’s Con- 
sumer Relations Dept., 180 North 
Michigan Ave., Chicago. Lat 





NEW YORK’S FINEST PROJECTION SERVICE 


® Skilled reliable projection service by a firm with 40 years 


of experience. 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 

service. Previews arranged in all details. 


Anywhere in the Metropolitan New York Area. 


De Meo Motion Picture Projection Service 


3211 Quentin Road, Brooklyn 34, N. Y. 


ESplanade 5-1227 
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Announcing 
the new I“PRO-600 SPECIAL” 


...a lightweight companion to the popular “PRO-600” 


Auricon proudly presents the 

new “PRO-600 Special,” 

a lightweight companion to the 
famous “Pro-600,” now in use by 
Cameramen all over the world!. 
The “Pro-600 Special,” like other 
precision Cameras in the Auricon 
line, is a superb professional 
picture-taking instrument, 
Self-Blimped and silent in operation. 
At a small extra cost for built-in 
Sound Equipment, it can even 
record Optical or-Filmagnetic 
Single-System sound. The 
“Pro-600 Special” being driven 

by a true, synchronous motor 

is ideal for exacting Double-System 
sound recording as well. 


While the “Pro-600” is popular 

for Studio and occasional 

Newsreel operation, the new 
“Pro-600 Special” with its minimum 
weight and easy portability, is the 
perfect answer for heavy duty 
Newsreel and Documentary filming. 





] Write for free 

| “Pro-600 Special” 
|| Literature and 

| prices. = ; 
24 POUNDS 36 POUNDS 


HEART OF THE NEW “‘PRO-600 SPECIAL” NEW AURICON ALL-TRANSISTORIZED FILMAGNETIC 


The secret behind the light weight of the new “Pro-600 Special” is this newly New “all-weather” Amplifier, Model MA-11, can operate at the freezing South Pole 
developed Auricon Super-Silent Synchronous Soundrive. This precision motor or the broiling Sahara Desert, without affecting its temperature compensated 
has taken 6 years to perfect and is designed to meet the most exacting sound 14 transistor circuitry or frequency response of 50 to 12,000 cycles. Permanent 
recording requirements. internal rechargeable battery for complete portability, or A.C. operated when 
plugged into a 110 V. outlet. Weighs only 5 pounds. 
— 


LUUUUU LULU UU LUZ 


GUARANTEE 


All Auricon Equipment is | 
sold with a 30-day money 
back Guarantee and a 
1 year Service Warranty. 
You must be satisfied! 


Bac |, 


hr] Aunicou 


THE AURICON LINE OF 16MM SOUND-ON-FILM CAMERAS , AURICON, FILMAGNETIC AND SOUNDRIVE ARE TRADEMARKS OF BACH AURICON, INC 
(.Y) 
ws: BACH AURICON, Inc. 
S210 Romaine Street, Hollywood 38, California 


CINE-VOICE IT AURICON PRO-600 AURICON SUPER-1200 HOttrwoonvp 2-O0O231 
100 ft. Runs 2% min 600 ft. Runs 1642 min 1200 ft. Runs 33 min 


(ZZ 


NUMAN 
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a 


— 
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AURICON...THE PROFESSIONAL CAMERA * STANDARD OF THE 16MM SOUND INDUSTRY SINCE 1931! 





Use Victor-Soundview Sound Slidefilm 
Equipment All 3 Ways 


1. It’s a filmstrip and slide projector. You 
can use the Victor-Soundview pushbutton 
projector independently of its phonograph 
when you want to show filmstrips or slides 
only. Choose the projector that fits your 


needs best. Filmstrip and combination 
filmstrip-slide projectors are available in 


500-watt models. 


2. W's @ portable phonograph. Want to 
put on a record program? Remove the 
projector from its case and use the Victor- 
Soundview 4-speed phonograph by itself. 
Single case phonograph with detachable 
8" speaker is light in weight. Speaker is 


supplied with 25’ cord so it may be placed 
next to the screen when showing sound 
slidefilms. 





3. W's a fully aut tic or | sound 
slidefilm outfit. Take your choice. If you 
want to show sound slidefilms with audi- 
ble signal specify a pushbutton remote 
control model. If you want fully automatic 
operation specify models with high or low 
frequency controller. And remember that 
only with Victor-Soundview can you build 
up to fully automatic equipment gradually, 
by starting with a basic projector and add- 
ing a component at a time. 





device for film review 


plates protect film from scratches. 





Only Victor-Soundview Projectors offer all these features: 


Simple push-down filmstrip threading. Spring-lock “no-slip” framing. Spin-back 
Fast change from filmstrip to slide. Highest quality 5” 
f:3.5 Automar projection lens. Four-element optical system. Efficient fan cooling 
system prevents film damage and burned fingers. Ceramic edge glass pressure 








ASK YOUR DEALER 
FOR A 
DEMONSTRATION SOON. 


SO VEARS OF 
PROGRESS 
1910. 1960 


VICTOR ANIMATOGRAPH CORP. 


Division of Kalart. 
Plainville, Connecticut 


See eee eee eee eee eee eee eee 


to ee eee eee wwe eoeeoeseseeceseccn! 


Free Booklet — How Industry Profits from 
Sound Films. For your copy—plus informa- 
tion about Victor-Soundview Projectors— 
mail coupon to Victor Animatograph Corp., 
Div. of Kalart, Plainville, Conn., Dept. 30 


Name 
Position 
Address 


City Zone........ State 
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Fifth High-Speed Congress 
Gets Armed Forces Grant 

The Society of Motion Picture 
and Television Engineers has re- 
ceived a grant from the United 
States Army, Navy and Air Force 
to be applied to the conduct of 
the Fifth International Congress on 
High Speed Photography, the Of- 
fice of the Chief Signal Officer 
has announced. This grant rec- 
ognizes the increasing world wide 
emphasis which is being placed 
today on the application of photo- 
graphic instrumentation tech- 
niques in the study of scientific 
phenomena and in_ engineering 
analysis. 

The Fifth Congress will take 
place October 16-22, 1960 at the 
Sheraton Park Hotel in Washing- 
ton, D. C., under the sponsorship 
of the SMPTE. Delegates from 
twenty foreign countries are ex- 
pected to attend the meeting 
which will survey the use of high 
speed photography as a basic tool 
in research and development and 
will explore new techniques ap- 
plicable to the various fields of 
the sciences. Vd 

* * * 
Norwood Simmons Manager of 
Kodak’s West Coast Division 

New manager of the West 
Coast division of Kodak’s motion 
picture film department is Nor- 
wood L. Simmons, formerly as- 
sistant manager. He is replacing 
Emery Huse, who for more than 
30 years has headed Eastman 
Kodak’s technical services to mo- 
tion picture film producers and 
laboratories in the Hollywood 
area, and is now retiring. 

Simmons has been with Kodak 
since 1937, associated with the 
manufacturing operations in Roch- 
ester and the motion picture 
film division on the West Coast. 
Simmons is currently president of 
the Society of Motion Picture and 
Television Engineers. He is a 
member of the British Kinemato- 
graph Society and the Society of 
Photo Scientists & Engineers. 

* * * 


Irwin Young Elected to Head 
Associated Screen Industries 

At a recent meeting of the 
Board of Directors of Associated 
Screen Industries, Ltd., Montreal, 
Irwin Young was elected Presi- 
dent, replacing his deceased fa- 
ther and former President, Al 
Young. Murray Briskin was 
elected Vice-President and Secre- 
tary, and Jack Fellers was elected 
Treasurer. ay 





A Tribute to George Lenehan 
Whom We'll Long Remember 











We had met and dined with our 
longtime friend and deeply ad- 
mired fellow worker in this seg- 
ment of the film industry just a 
few short weeks before. The oc- 
casion was a happy one though 
we were losing another compa- 
triot, Dick Hough, then on his way 
to a new post in charge of West 
Coast sales for Modern Talking 
Picture Services, Inc. 

George Lenehan had _ good 
things to say about the business 
he had joined in 1947, immedi- 


ately after his Navy career in 


The late George Lenehan 


World War II. He had more good 
things to say about his fellow com- 
petitors in film distribution. 

It was a completely happy eve- 
ning but it was to be our last per- 
sonal visit together—for George 
G. Lenehan, stricken with illness 
on a West Coast trip shortly there- 
after, died Thursday, July 28th at 
his Northport, Long Island, New 
York home. He was only 42 years 
old and if the phrase was ever 
true... only the good... 

His illness, thankfully, was a 
brief one. Pneumonia, complicated 
by asthma with which he had been 
troubled over the years, took 
George from his family, his friends 
and the business he thoroughly en- 
joyed and contributed so much 
to over the 13 years he served 
with Modern. He, of all people, 
merited the high post of vice- 
president which he had achieved 
at national headquarters in New 
York City. 

Interment was in Arlington 
National Cemetery in Washington, 
D. C. But the spirit, enthusiasm, 
good will and capability of this 
man live on in our industry. 

We express the thoughts of 
everyone with whom he associated 
in our condolences to his wife, 
Adeline, his two children, George, 
Jr., and Nancy and to his beloved 
mother. God Bless. . . ma 
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G IVES YOU VOLTABLOC NICKEL-CADMIUM 


LITE-WEIGHT BATTERIES 


CECO 35MM PROFESSIONAL FILM 
VIEWER WITH DOUBLE SYSTEM 
SOUND READER 
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SALES AND SERVICE OF THE 
WORLD'S FINEST PROFESSIONAL 


FILM MAKING 
EQUIPMENT 


—PLUS THE TECHNICAL GUIDANCE 
TO GET THE MOST OUT OF THEM 
: , 


PLUS on-time delivery—anywhere 
* in the world—within your budget! 


&, a 


CECO HI-SPEED EDITING TABLE 
(In 16mm and 35mm models) CECO X-140 REMOTE CONTROL PAN 


AND TILT HEAD WITH “DIAL-A-STOP” 







CECO B-109 PROGRAMMING DEVICE 
(Intervalometer) 


CECO TR-8 PROFESSIONAL JUNIOR 
FRICTION HEAD TRIPOD 


ALL 

THE 
FACTS! 
SEND 
THIS 
POSTAGE § 
FREE § 
CARD 







CECO LS-1 SUNSHADE & FILTER sf 
HOLDER FOR CINE SPECIAL AND . 
BOLEX CAMERAS 
(Cine Special illustrated) 
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SALES-SERVICE-RENTALS 
ICECO—Trademark for Camera Equipment CO. [i TODAY! ; 














RANGERTONE SYNCHRONIZER 
(Y," Synch. Playback Control) 


TRAID PORTABLE HOT SPLICER 


(8mm-l6mm and 16mm-35mm Models) 





KENYON GYROSCOPIC STABILIZER 


CECO C-3549 STOP MOTION MOTOR 
FOR ARRIFLEX 16MM CAMERA 


‘ 
+ 





FIRMSPLICE MAGNETIC FILM SPLICER 
(For 16mm and 35 mm) 





FIRST CLASS 
PERMIT No. 4236 
New York, N. Y. 
Sec. 34.9, P. 1. & R. 


BUSINESS REPLY MAIL 


NO POSTAGE STAMP NECESSARY iF MAILED IN THE UNITED STATES 


POSTAGE WILL BE PAID BY 


CAMERA EQUIPMENT COMPANY, Inc 
DEPT. 62, 315 WEST 43RD STREET 


NEW YORK 36, N. Y. 


| 22 > 


e KINETAL AND 
SERIES II LENSES 


=e 


CECO TT-3 TRIPOD TIE-DOWN CLAMPS 


4 


MACBETH QUANTA LOG 


In New York: 
Camera Equipment Co., Inc 
315 W. 43rd St., New York 36, N.Y 


In Florida: 
Camera Equipment Co., Inc. of Florida 
1335 East 10th Ave., Hialeah; Florida 


In Hollywood, California 
Call JACK PILL e POplar 3-8355 



















Norwood Names Woman Exec 
for Sales, Public Relations 

Jackie Martin has been elected 
Vice President for Sales and Pub- 
lic Relations of Norwood Studios, 
Inc., Washington, D. C. 

Prior to joining Norwood some 
years ago Miss Martin had 
worked five years in Paris, estab- 




























Norwood’s Jackie Martin 


lishing and directing the 18-coun- 
try regional photo operation for 
the Marshall Plan information 
service. 

War correspondent in Italy and 
France, and former photographic 
and art director of the Washing- 
ton Times-Herald, Miss Martin 
will also continue as Norwood’s 
still photo editor. 4 

* * * 
1,237 TV Stations Abroad: 
Over 35 Million Sets in Use 

The worldwide use of television 
is expanding rapidly, according to 
the United States Information 
Agency. Since the first of the year 
there has been a 14 per cent in- 
crease in the number of overseas 
television stations, from 1,088 to 
1,237. 

In a survey of foreign television 
developments in the first five 
months of 1960, the USIA re- 
ports that 109 new stations went 
into operation in the Free World, 
98 of which were in Western 
Europe, and 40 new ones went on 
the air in the Sino-Soviet bloc. 
Television sets in use abroad now 
number 34,500,000, with the Free 
World accounting for almost 29,- 
000,000. The Soviet bloc has 
5,600,000 sets. 

The USIA Television Service 
reported that its programs now are 
being made available to some 
1,000 foreign TV stations, which 
have an estimated viewing audience 
of more than one hundred million 
persons. 


Other highlights of TV develop- 








WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 
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ments noted throughout the world 
are: 

-Eurovision, the West European 
television network, now comprises 
14 countries. 

-Japan now has 92 TV trans- 
mitting stations and close to five 
million sets in use. 

-A TV _ network called Inter- 
vision was established among 
Soviet bloc countries. 
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Bateman Ueads Film Division 
of Haycox Photoramic, Ine. 

Chas. G. Bateman has been 

named director of the motion pic- 
ture division of Haycox Photo- 
ramic, Inc. in Norfolk, Va. 
‘ These producers have just com- 
pleted a film for the Noland Co., 
wholesale electrical and plumbing 
suppliers, which outlined a com- 
plete re-shuffle in the administra- 
tion of this company. 

The film was then sent to 
Norland’s 32 Southeast branches, 
serving as a most useful tool for 
indoctrination. 

Haycox has embarked on a series 
of highly technical instructional 
medical films for doctors for the 
Eaton Labs of the Ethical Division 
of Norwich Pharmacal, Norwich, 
New York. That these are not for 
popular consumption was proven 
when a local narrator, anxious to 
put umph into his reading of the 
medical terms, asked to see footage 
of the film, keeled over in a dead 
faint and had to have three stitches 
in his forehead. 

Haycox’ The Promise and The 
Glory, American Oi! Co.’s gold 
medal Freedom Foundation win- 
ner, is the only film aboard the 
USS Canberra, the missile cruiser 
now on its round-the-world tour. 

continued 
American History is recreated in 
“The Promise and the Glory.” 
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There's no substitute .... 


e Sound e Editorial 


e Laboratory Services 


Capital 


CAPITAL FILM LABORATORIES, INC, 
1905 FAIRVIEW AVENUE, N. E. 
WASHINGTON 2, D. C. 
PHONE LAWRENCE 6-4634 


WASHINGTON: 


Bureau of Standards* Film 
on “Free Radical” Research 

The National Bureau of Stand- 
ards has just completed a film on 
significant research which has been 
done at this agency on trapping 
the “free radical,” which is one of 
the most powerful sources of 
chemical energy yet discovered. 
The film is designed for the college 
science student interested in this 
startling new field of investigation. 
Filmed in brilliant color, one of 
the most interesting features of 
Trapping of Free Radicals at Low 
Temperatures is the scenes of the 
blue, green and yellow glows of 
free radicals, which are highly 
molecular fragments, trapped in 
frozen gas at 450 degrees below 
zero, Fahrenheit. 

Script and technical direction 
for the picture, which is being 
considered for both the Venice 
and Edinburgh festivals, were by 
Arnold M. Bass of NBS. Produc- 
tion and photography was by 
Warren P. Richardson, Chief of 
the National Bureau of Standards’ 
Photographic Services. La 
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Government, Labor Pictures 
Keep Norwood on the Move 

The Washington specialists in 
union films, Norwood Studios, has 
now completed the 75th AFL-CIO, 
15 minute TV film for the “Ameri- 
cans at Work” series, with four 
others currently in production. 

Additionally, Norwood is pro- 
ducing many government films, 
among them a 30 minute, 35mm 
color film, for the Department of 
Health, Education and Welfare on 
films for OCDM (Office of Civil 
Defense Mobilization) on radio- 
logical defense and survival in 
schools. Dance Americana will be 
produced for USIA, and will in- 
corporate Norwood’s sensational 
Dance Jubilee with a history of the 
dance in American culture. 

These producers will continue 
with their five-year-old project, 
World Affairs Films, and have 
contracted with the Air Force for 
a block of TV pilot films, titled 
Contrails. 

Phil Martin, president of Nor- 
wood, recently created and con- 
tributed to the Union-Industries 
Show at the Washington Armory, 
a one-reeler (for a continuous 
projector) which was so well re- 
ceived at the exhibit that it will 
be expanded. Titled, The Man in 
the Box, it is, quite naturally, the 
story of a projectionist! a 


SUPERVISOR 


COMPANY POLICIES 
ARE MORE THAN 
WORDS 


If they are going to be effective, 
your supervisors have to imple- 
ment them with a human touch. 


Develop this in your supervisors 
by showing them proved methods 
of explaining, and gaining ac- 
ceptance for, company policies. 


Show them these methods with: 
“INTERPRETING 
COMPANY POLICIES” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


“INDUCTION AND 
JOB INSTRUCTION” 


“HANDLING 
GRIEVANCES” 


“MAINTAINING 
DISCIPLINE” 


“PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


“PROMOTING 
COOPERATION" 


WRITE TODAY TO ARRANGE A VIEWING 


Rocket Pictures 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 


& 
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~ vipcatte 
THINAING 


Why do so many of the nation’s largest 
companies have films created and pro- 


duced in Lawrence, Kansas? 
One answer is a fresh point of view 


The Centron staff works and lives in 
an environment close to the core of 
American life. The serenity of the lo- 
cation provides an ideal creative at- 


mosphere 


The results are films in which the peo- 
ple, the talk and the backgrounds ring 
true. And the viewer feels comfortably 


involved 


This is one reason why firms such as 
Phillips Petroleum, Monsanto, Gustin- 
Bacon, McGraw-Hill, Cessna; and such 
organizations as the American Medical 
Association, American Hospital Asso- 


ciation, and others turn to Centron 


Centron’s location at the hub puts the 
pictorial assets of the entire country 


within economical reach 
Audiences — anywhere — will identify 
with Centron films. And the ideas you 


want to put across gain reality. 


Next time, call on Centron 


centron 


CORPORATION 


WEST NINTH AT AVALON ROAD 
LAWRENCE * KANSAS 





New, modern styling and design 
places all adjustments on the right 
side of the instrument...where they 
belong. You operate switch, focus 
knob, opitcal pointer and handy 
roll feed...quickly and easily. Extra 
deep copy platform positions and 
locks instantly at any desired level 
.. accommodates material up to 24 
inches thick. Every detail has been 
planned for your convenience. 


American Optical 
Company 


INSTRUMENT DIVISION, BUFFALO 15, NEW TORK 


| SPENCER 


AO OPAQUE 
DELINEASCOPE 


LIGHTER 
AND BRIGHTER 


AO’s New High Speed Opaque 
Delineascope projects a brighter 
image than any other opaque pro- 
jector. Improved, large-diameter, 
coated projection objective deliv- 
ers a full 145 lumens to screen. You 
have clearer image definition in 
tone, contrast and detail... from 
edge to edge, from corner to cor- 
ner of the screen. And, it’s lighter 
than ever...only 29 Ibs. 


SERVICEABILITY 


Large hinged access door makes it 


easy to replace bulb and clean re- 
flecting mirrors. All-glass reflecting 
mirrors will not tarnish or deterio- 
rate. AO’s exclusive glass reflecting 
surfaces plus sturdy “unitized” con- 
struction assure projection preci- 
sion that will withstand vigorous 
classroom use. You can be sure that 
your AO Opaque will still produce 
the brightest screen image, even 
after years of service. 


Please send full information on AO’s New 
Opaque Delineascope by return mail. | 
Please have my AO Sales Representative set | 
up a demonstration. 


Name 


Address 


_Zone _State 


IN CANADA write—American Optical Company Canada Ltd., Box 40, Terminal A., Toronto, Ont. 


Chicago Studio Enters Theatrical Field— 


Niles Unit to Film Himalayan Adventure 


hog OF AMERICA’S leading pro- 
ducers of business and tele- 
vision films, Fred A. Niles Pro- 
ductions, Inc., of Chicago, has ob- 
tained the theatrical film rights to 
Sir Edmund Hillary’s impending 
expedition in the Himalaya 
mountains. Color films of the 
nine-month Yeti mountain adven- 
ture and the search for the “abomi- 
nable snowman” will be directed 
by Gordon Weisenborn; Jack 
Whitehead, Niles’ Director of 
Cinematography, will serve as 
technical consultant in photog- 
raphy on the expedition. 

Agreemént for the film rights 
was made between Fred A. Niles, 
president of the Chicago studio 
and Field Enterprises, Inc., spon- 
sors of the Hillary expedition. It 
will be Niles’ first venture in the 
feature-length theatrical release 
field. 

Niles says that he plans to pro- 
duce at least two feature-length 
theatrical releases a year. 

Special camera equipment de- 
signed to withstand both tropical 
and extreme cold temperatures of 
the Mount Makalu area on the 
Nepal-Tibet border will be 
shipped to meet Sir Edmund and 
his 18-man crew in Calcutta by 
early September. Contributing to 
the project’s chances of success 
are several manufacturers who 
have been conducting laboratory 
tests to meet the challenging con- 
ditions. 

T. A. Manufacturing Com- 
pany’s efforts have provided a 
light-weight, hermetically - sealed 
case for the cameras and a Safari 
fluid tripod head; Birns & Sawyer 
Co., of Hollywood, are providing 
telephoto lenses for close-ups; 
Kenyon Products, Inc., of New 
England, the newly-developed 
stabilizers (see BUSINESS SCREEN, 





Issue 3, 1960); and light meters 
are the familiar Weston Company 
product. 

In addition to carrying cameras, 
Sir Edmund and several other crew 
members will be carrying unique 
“Dictets,” made by the Dicta- 
phone Company, to record reac- 
tions as they attempt the heights. 

Two other major purposes of 
the Himalayan expedition are to 
test human physiological reactions 
at high altitudes, without the aid 
of oxygen. This will be the first 
time a mountain project of this 
type is attempted without carry- 
ing oxygen. 

Weekly during the nine-month 
trek, the films and recordings of 
the day-by-day findings will be re- 
layed by runners from the base 
camp at an approximate 20,000- 
foot elevation to Katmandu, 170 
miles away. From there, material 
for the color releases will be air 
expressed by British Overseas 
Airways to the Chicago film 
studio. 

In making the announcement, 
producer Fred Niles noted, “this 
is an important step in our goal to 
help place Chicago as a leading 
motion picture center. Our city 
has established itself in the field 
of commercial and industrial films 
and now it’s time to show that we 
also have the talent and facilities 
for entertainment fare.” La 


* * * 


Arriflex Corp. Gives Service on 
Arri Cameras at Olympics 
Users of both Arriflex 16 and 
35mm cameras during the 1960 
Olympic Games, which were held 
in Rome, August 25 to Septem- 
ber 11, enjoyed the convenience 
of on-the-spot servicing and re- 
pair facilities made available by 
Arriflex Corporation of America. 














MAX HOWE 


FILM PRODUCTIONS 
910 St. Cloud Street * Rapid City, South Dakota 
Specializing in motion pictures 
for the livestock industry 
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ELWOOD SIEGEL and EDWARD BOUGHTON 





are pleased to announce 







that 


|e, nc 


has been awarded 
the exclusive right 


to produce 




















INFORMATION FILMS 


in 


dynaFrame 


v 






dynaFrame is the ultimate variable screen process acclaimed here and abroad as a 
perfect motion picture form. dynaFrame varies the size and shape of the screen image 
either imperceptibly or instantaneously according to the setting, the action and the 
mood of each shot. It requires no change in present cameras, projectors, or screens 
and is adaptable to any screen size. The process is protected by international patents 
held by the Dynamic Frame Corporation of Hollywood, California. 


Telic, inc., is presently preparing a dynaFrame demonstration for exhibition to the 
industry in the late Fall of 1960. 


Sponsors who may wish to consider early production of industrial or agricultural 
films in the new film form are invited to arrange for private previews by writing or 
calling Elwood Siegel, Telic, inc., New York. 


vW 








Telic, inc., + A Motion Picture Production Service for Industry & Television 
Film Center * 630 Ninth Avenue, New York 36, N. Y. * JUdson 2-3480 
Elwood Siegel, President & Executive Director * Edward Boughton, Vice President & Executive Producer 
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La Helle... 


AUDIO-VISUAL 
at its BEST! 


A new approach to sound-slide 
film projectors—no records—no 
tape threading—simply slide in 
the cartridge and go. Continuous- 
ly and automatically, the story 
you so proudly produced is pre- 
sented as your customers want it 

brilliant pictures—high fidelity 
sound. 





Now unleash bold new ideas for 
punch and drama, supported by 
sound effects for fresh. wide- 
awake interest. Silent signal com- 
mands a new picture to appear 
. » « in perfect synchronization 
to the sound. 


La Helle “Tutor” 
with tape cartridge 


(also available in reel type tape) 


See and hear a La Belle “Tutor” 
... a convincing salesman of itself 
that can be an enthusiastic sales- 
man for your work . . 
client’s best salesman! 


. and your 


La Belle Maestro makes more and 
friends nowhere 
ean you see and hear a finer slide 
sound projector with so many ex 
clusive features—capacities up to 
150 slides—silent signal changes 
slides automatically and instan- 
taneously for “actionized” effects 
without streaking, 
blanks. Be the 


story 


more because 


glare, o1 
master of your 
not the servant to limited 
capacity automatics. 


Get the facts on La Belle 
range for demonstration. 


La Belle industries, Inc. 
Dept. B 


OCONOMOWOC - 


WISCONSIN 
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Industrial Film & Audio-Visual Exhibition 


Fourth Annual Program Opens in New York Oct. 10th 


NE YorK’s Mayor WAGNER 


“ “has proclaimed the week of 


October 10-16 as “Industrial Film 
and Audio-Visual Week” in that 
city, honoring the 4th Annual In- 
dustrial Film & A-V_ Exhibition, 
opening at the Trade Show Build- 
ing, 500 Eighth Avenue, on Octo- 
ber 10th. Herbert Rosen, of Indus- 
trial Exhibitions, Inc., is the organ- 
izer of the Trade Show and lecture 
program. 

“Prominent business, industrial 
and educational groups in our city 
are vitally concerned with the utili- 
zation of the tremendous achieve- 
ments of audio-visuals, industrial 
films and closed-circuit TV in the 
various spheres of their operations 
and this Exhibition will serve to 
provide greater impetus in the 
growth and development of these 
new sciences in the educational 
and industrial fields,” declared the 
New York mayor in his proclama- 
tion 
“Photographer in Space” Program 

An extensive symposium on 
“The Photographer in Space” will 
be a feature of the Exhibition pro- 
gram on opening day. A space 
team of experts will discuss and 
visualize photography’s role in to- 
day’s missile and space exploration 
programs. Speakers on this subject 
include Carl N. Brewster, Chief 
Photographic Coordinator, Air 
Force Ballistic Missile Projects; 
Major James F. Reid, Chief Com- 
munity Relations, Office of Infor- 
mation, Air Force Missile Test 
Center; and Joseph H. Snyder, 
president of the Color Corporation 
of America. 

Mr. Snyder’s talk, “The Space 
Age Challenge to the Professional 


Photographer and the Color 


Photographic Industry,” offers a 
challenge “to keep abreast of the 
Space Age Sixties, detailing the 
need for color product improve- 
ment, formal training of color 
technicians, and greater imagina- 
tion and effort by the ‘pro.’” 

Present Venice Award Ad Films 

A feature of the Tuesday pro- 
gram will be the showing of prize 
commercials for both television 
and _ theatre-screen advertising 
from the Venice (Italy) Advertis- 
ing Film Festival of June, 1960. 
Hudson Faussett, a judge at 
Venice and a former NBC pro- 
ducer-director will discuss “Com- 
mercial Film Techniques, Here & 
Abroad” following _ this 
session. 

Lectures by Josef Bohmer 
(“Single System Film Produc- 
tion”) and by Frank Carioti (“De- 
sign for Learning’) on Tuesday 
and Wednesday will be followed 
by a report on the Thursday a.m. 
program by Adolph Wertheimer, 
Radiant Screen Corporation, on 
“What I Saw at Europe’s Recent 
Photokina.” 

“8mm in Business and Industry” 

A concluding feature event on 
Thursday’s program will present 
the symposium on “What 8mm 
Can Do for Business & Industry” 
with John Flory, Advisor on Non- 
Theatrical Films, Eastman Kodak 
Company, as moderator. 

An_ illustrated round-up will 
show the potentialities of 8mm 
sound motion pictures “as a signi- 
ficant new tool for profits.” Char- 
acteristics of 8mm sound, labora- 
tory and print problems as well as 
procedures, forecasts of possible 
future developments, and actual 
demonstrations are to be offered. 


screen 





Cever Theme: The Creative Producer's Mission 


This month’s cover pays tribute to the creative producer of business 
and informational films. In studios from coast-to-coast, the men who 
make the finest, most widely-used pictures face a great challenge in 
serving today’s million-fold audience, in creating new films which can 
help meet the many critical problems which face the world’s peoples. & 


Studios Incorporated 33 West 46th Street New York 36, New York JUdson 2-3606 


PARTHENON PICTURES 
aoe 
HOLLY WOOD 


CURRENTLY 
IN PRODUCTION 


TV SPECTACULAR 
Public Works Week: 
“HEADLINE FOR HARPER” 


A dramatized color documentary 
dedicated to the men of American 
communities whose work helps their 
fellow citizens to live together 
comfort and in health. 
(International Harvester Company) 


for National 


safely, in 


* * * 


INDUSTRIAL SHOWS DIVISION 
A “live” 3-Act Musical Comedy 
“WORK OF ART” 

The show was “built” in Hollywood, 
using the fresh Hollywood talents 
and techniques, now touring ten 
cities to introduce the 1961 Cadillac 

to dealers. 


* bal * 


“TRUE PICTURE” 
An experimental TV 
built as a 2-minute business film, 
designed to convince as well as im 
press. For the 1961 Chevrolet An- 
campaign: 


Commercial 


nouncement Campbell- 
Ewald Co. 


* * * 


“LOCKED ON” 


A dramatized documentary for Con- 
vair Astronautics to key the RE- 
LIABILITY PROGRAM for the 
Atlas Missile. An “attitude changer” 
—featurette-length, in color, being 
shot at the San Diego facilities, 
Cape Canaveral and on Parthenon’s 
stage. Prints may be 
other defense industrials with re- 
liability problems. 


available to 


- ” * 
“THE NEXT SEVENTY” 

A “Report” type documentary to 
clarify the drastic reorganization of 
a major industrial corporation to its 
employees, and convince them that 
the loss of their old feather-bed 
security will be more than made up 
for by the personal opportunities in 
the revitalized new organization. 


, «+ 2 


And other projects of a more 
routine nature; in Sales, Medi- 
cal, Training and Educational 
Fields. Screening prints avail- 
titles. 


PARTHENON PICTURES 


Cap Palmer, Executive Producer 
2625 Temple St. ®@ Hollywood 26 
In Chicago: Phone RAndolph 6-2919 
Detroit: Phone WOodward 3-4888 


able on all non-secret 
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Computers’ Role in Marketing 
Theme of New Fortune Film 

Following up its articles on 
electronic data processing, the 
Editors of FORTUNE are present- 
ing a new 30-minute, 16mm black 
& white film, The Computer 
Comes to Marketing, for use by 
management groups. 

The new picture, which was 
produced by Wilding, Inc. for 
Fortune Films, uses the device of 
a “committee” of marketing ex- 
ecutives who have been delegated 
to investigate what the potential 
benefits might be if their own 
company should acquire a com- 
puter. They report to each other 
on what they find out in the 
course of a broad study of com- 
puter use by other companies. 
(The cases they discuss are based 
on actual situations researched by 
FORTUNE. ) 

Thus, the film presents a pro- 
vocative insight into many suc- 
cessful computer applications in 
the whole range of marketing— 
from production control as it is 
related to distribution, through in- 
ventory control, improved cus- 
tomer service and sales forecast- 
ing—and right down to the better- 
armed salesmen, superior market 
analysis and a better basis for 
management's decision-making. 

For information on how to pre- 
view or borrow a print for use, 
write to Fortune Films, Time & 
Life Building, Rockefeller Center, 
New York 20, N. Y. ag 
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Technical Data Sheets on 
Ansco Motion Picture Film 
Ansco has made available tech- 
nical photographic data sheets on 
professional motion picture film. 
The four recent additions to the 
series pertain to Anscochrome 
Type 242, Anscochrome Dupli- 
cating Film Type 244, Ansco Color 
Duplicating Film Types 238 and 
538. To obtain copies of the data 
sheets, ask your Ansco Field Rep- 
resentative, or write to Marketing 
Manager, Motion Picture Divi- 
sion, Ansco, Binghamton, New 
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TITLE Typographers 
and 


Hot-press Craftsmen 


SINCE 1938 
Write for FREE type chart 





Gg KNIGHT TITLE SERVICE 


New York, N.Y. 


115 W. 23rd St. 
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Only Bell & Howell could meet 
New Holland’s 2-week deadline for 





nationwide new line announcement 


at 
hae 


1 


Bell & Howell Audio-Visual dealers trained New Holland sales- 


e men locally after immediate projector delivery. 





New Holland salesmen presented the new farm equipment line 
e on film at local dealer meetings throughout the U.S. and Canada. 


1960 


Local delivery, 


training, and service 


performed by 
world’s largest 
Audio-Visual 
dealer network 


New Holland Company planned a closely 


timed introduction of its new line of farm 
equipment with a special film presentation 


to its dealers throughout the nation. 


Problem: getting film projectors into the 
hands of salesmen in all parts of the coun- 
try; and training them in their use . . . all 


in two weeks’ time! Bell & Howell met the 


deadline. A nationwide timetable was es- 


tablished — projectors were rushed to New 
Holland salesmen throughout the U.S. and 


Canada. Immediately, local Bell & Howell 


Audio-Visual Representatives followed up 


with personal, on-the-spot operating in- 


structions. Only Bell & Howell, with the 
world’s largest Audio-Visual dealer net- 
work, has the manpower and coverage for 
such a job. The power of Bell & Howell 


Audio-Visual Service can work for you, 


too. Call or write and we'll be glad to show 
you how. There’s no obligation. 


FINER PRODUCTS THROUGH IMAGINATION 


> Bell & Howell 


os Mail this coupon today for a 
free booklet on the uses of 
sound films in sales promo- 
tion and training. 


Bell & Howell Company 


7108 McCormick Road, Chicago 45, Illinois 


AMbassador 2-1600 


NAME 


COMPANY 


ADDRESS 


ZONE... STATE 


to 
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Why do filmmakers 
prefer to deal with 
Florman & Babb? In our 
technical field, the only 


answer is SERVICE... an 


service is PEOPLE. 


Here is just one of the many 


skilled technicians at 
Florman & Babb whose 


experience and know-how 


are always available to 


solve your problems. 


“I STAKE MY PROFESSIONAL REPUTATION 
ON EVERY PIECE OF RENTAL EQUIPMENT’ 


Hy Roth's only job at Florman & Babb is to serve you. As head of the Rental Dept., 
Hy and his staff must be absolutely sure that every piece of equipment is in perfect 
working order and delivered promptly on the set. F & B’s Camera Rental Dept. is 
complete. We stock all the Mitchells, BNC, NC, Standard, High Speed, 16mm— 
all the Arriflexes, 16 and 35mm with all accessories, blimps, barneys—also Moviola 
Crab Dollies, mike booms, the latest zoom lenses, motors and camera accessories. 
Our Sound Dept. supplies the very newest Magnasync, Reeves, Ampex and acces- 
sories. We are exceptionally proud of our excellent rental Moviolas and editing 
equipment. All of this equipment is delivered to you promptly by our radio- 
directed truck or by air. Yes, we rent equipment all over the U. S. and in many 
foreign countries. 


FLORMAN & Bass, Inc. 


68 West 45th Street, New York 36, N.Y. ° Murray Hill 2-2928 


says Hy Roth 


Part of my job is to ve recom- 
mend the right equipment for 
your production. if you need 
any information or you have 
any problems relating to 
rental equipment, precee 
write or call me at F 


My Olea 


P.S. If you don’t already have 
one, we'll be glad to send 
you our complete illustrated 
rental catalog. 


Bell & Howell Expands Public 
Service Programs on ABC-TV 

Continuing a policy of sponsor- 
ship of prime-time public service 
television programming, Bell & 
Howell, pioneer in this area dur- 
ing *59, is expanding this service 
for the 1960-61 season on ABC- 
TV. 

The company will offer “the 
most extensive series of evening 
hour public service programs ever 
undertaken by a network and a 
single sponsor,” according to 
Oliver Treyz, ABC-TV President 
and Charles H. Percy, President 
of Bell & Howell. Programs will 
be of two types: 

1. Twenty special public infor- 
mation shows on topical subjects 
of immediate interest to Ameri- 
cans, produced under the direc- 
tion of John Daly, ABC Vice- 
President in Charge of News, Spe- 
cial Events and Public Affairs, 
will pre-empt regularly scheduled 
ABC-TV prime evening time. 

2. A weekly half-hour series 
based on the six-volume Sir Wins- 
ton Churchill memoirs of World 
War II, produced by ABC-TV 
and scheduled on ABC Television 
Sunday nights, will be co-spon- 
sored by Bell & Howell. 

Peter G. Peterson, Bell & How- 
ell Executive Vice-President, said 
“a principal motive on the part of 
both Bell & Howell and ABC-TV 
will be to inform as well as to 
stimulate the American people to 
action. The essence of democracy 
is understanding — understanding 
by all the people. Bell & Howell, 
like ABC-TV, believes that tele- 
vision is not only the avenue to 
understanding, but the stimulus to 
action if the program is provoca- 
tive and thoughtful.” 

Bell & Howell has already spon- 
sored such programs as_ the 
award-winning Population Explo- 
sion and the recent Who Speaks 
for the South? 

“We have carefully examined 
the results of our previous spon- 
sorship of sometimes controversial 
television programs, and have 
been greatly encouraged by the 
public response elicited by such 
sponsorship,” said Peterson. “It 
has consistently been our policy 
not to take sides in such contro- 
versies, but we do believe that our 
role as a sponsor is to engage the 
attention of the American public 
in those matters which deeply af- 
fect our lives.” Ly 

* * * 
New Ansco Film for Color 
Prints and Filmstrip Copies 

Ansco, Binghamton, New York, 
has announced a new 35mm re- 
versal color film designed for du- 
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plicating positive color trans- 
parencies and positive filmstrip 
originals. 

The film, Anscochrome Dupli- 
cating Film Type 544, is termed F 
“excellent” for making “blow- 
ups” from 16mm originals and 
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may also be used for making — Ht) 
prints directly from 35mm motion BLACK & WHITE. :10 Se 
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picture projection prints. It is LEADER PaTEN, 
compatible with Anscochrome 
film and may be processed in Ans- 
cochrome chemicals. Ly 
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Public Service Program by CPA 

Building public relations (and 
making sales contacts) is a help- 
ful and practical two-way program 













































carried on by the Chicago firm of BLACK & WHITE , 14 OS Bi oy 
John T. Walsh & Co., C.P.A. The moo, : 282A an all Sims GY 





organization presents a program 
to business, civic, and club groups 
on “Income Tax Tips,” using a 
28-minute, 16mm color motion = —= 

picture produced by the United BLACK & WHITE . 16 
States Treasury Department eS 
called, appropriately, Income Tax — 


Tips. Following the film is a short — = 
question-and-answer period, inte- 
grated with the film subject. ele 

The program is carried on as a PROTECTION* 
tion makes no charge for the pro- 
gram. The Walsh Company has an AG ty N ST 


public service, and the organiza- 
impressive list of groups who have 
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Balkin to Sterling Movies U.S.A. ' 


taken advantage of the “Tips” \ S q fh B q a f) 
program and film Lat’ 
IR ILLEGIBLE 
NIL gat 

Frank Balkin has been ap- al 
pointed West Coast Sales Man- LFAD r RS ON 
ager of Sterling Movies U.S.A. = 

Until recently, Mr. Balkin was 6mm RELEASE PRINTS 


vice-president of Reid H. Ray 

Film Industries, a position he held 
BLACK & WHITE. 47 LEADER PATENT G 
PRINT NUMBER 2.899 405 





















for 17 years. He was also sales 
manager of Chicago Film Studios 
for several years. 

Mr. Balkin will make his head- 
quarters at the Sterling Movies 
U.S.A. offices, 1469 North Vine ; 
Street, Hollywood. Id 
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I’m looking for a real all-around PRINT NUMBER 20 2,098 905 










film making character, who's ' 
pretty good with a camera, can do : aegmags 

a professional editing job, and is ' ‘PRINT a, WHE 21 
pretty handy at all phases of film 

production...to work for a small, 
but successful, Midwest educa- 
tional and commercial film pro- 
ducer, located in a rural suburbia 
right next to a beautiful lake. 
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2,898 805 


























CONSOLIDATED FILM INDUSTRIES 





No “creative geniuses” please. 


Write: Box BS-5-A-60 
BUSINESS SCREEN 
7064 Sheridan Road * Chicago 26, Ill. 
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COMMUNICATORS 
OF IDEAS 


What Do They Mean When They Say ‘No’? 


Lost'sales . .. low productivity . . . customer 
complaints ... poor teamwork ... lack of public acceptance . . . 


these and many other problems are often only SYMPTOMS. 


The programs we produce .. . on film and all other 
audio-visual media . ... are based on INDIVIDUALIZED RESEARCH 
© 
to uncover the real roots of the trouble . . . develop the 
particular tools and techniques best, suited to overcome 


it... andywork out methods of implementation that will 


fit individual chent needs. 


HENRY STRAUSS & CO. |§ inc. 


31 WEST S3RD STREET - NEW YORK 19 N Y 
PLAZA 7-065! 
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Project Echo: the Breakthrough 


in Audio-Visual Communication 


Space Research Achievement Reperted in “The Big Bounce™ 


HEN ECHO I rode into the 

heavens last month, begin- 
ning its 1,000-mile-high orbit of 
the earth, a new era began in 
world-wide satellite communica- 
tions. Present research in space 
communications is aimed at creat- 
ing thousands of high-quality voice 
channels, and ultimately a number 
of television channels, that will 
reach all parts of the globe. 

Within hours of the successful 
launching of the ten-story plastic 
balloon, a 14-minute Technicolor 
sound motion picture report on 
Project Echo, and of the imagina- 
tive research and new inventions 
behind its success, was released in 
16mm and 35mm. The Big 
Bounce, produced by Jerry Fair- 
banks Productions for the Bell 
System, was in the hands of the 
television networks as_ headlines 
were announcing the successful 
“breakthrough” in the world’s 
press. 

Under-scoring this advance in 
communications, an Associated 
Press picture of President Eisen- 
hower was “bounced” off Echo I 
on August 19 via a standard AP 
wirephoto transmitter at Cedar 
Rapids, lowa, and -was «received 
and reproduced on similar equip- 
ment at Richardson, Texas. 

Previously, scientists of Bell 
Telephone Laboratories in New 
Jersey and the Jet Propulsion 
Laboratories, in California, had 
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conducted the first telephone con- 
versation ever carried on by 
bouncing signals off a man-made 
satellite. A tape-recorded message 


from the President of the United 
States was also bounced off this 
100-foot balloon as it passed over 
S. The entire project is 


the U. 





Looking ahead, Bell scientists en- 
vision satellite systems which carry 
television worldwide . . . 


Sita | 


ny 
a 


in California hear the 


Scientists 
first telephone conversation ever 
carried on by satellite. 
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Above: giant antennas, like 
to signals bounced off Echo I 


sponsored by the National Aero- 
nautics and Space Administration. 

Also pictured in The Big 
Bounce is the launching of the 
aluminized plastic balloon by 
NASA in the nose of a Thor- 
Delta rocket. On the balloon’s re- 
lease from the missile it was in- 
flated by powder which turned 
into gas. 

Many new developments helped 
make the experiment possible— 
the large “horn” antenna, the mis- 
sile guidance system, and the 
maser amplifier which brings in 
the bounced signals loud and clear. 
The film also describes two possi- 
ble world-wide space communica- 
tions and television systems of the 
future. 

American experiments with 
Echo were conducted by the Bell 


The shining aluminized sphere of the Project Echo satellite, a 100-foot balloon, is pictured while in its hangar during early tests. 





monstrous 








attuned 
overhead. 


Laboratories at Holmdel, N. J., 
and NASA’s tracking station at 
Goldstone, Cal., as the “sateloon” 
sped over the American continent 
at 16,000 miles per hour. Millions 
of people, worldwide, have seen 
the bright object as it orbits 
through evening skies, clearly 
visible to the naked eye. 

Close cooperation with AT&T 
motion picture staff personnel, the 
Fairbanks’ studio, and Techni- 
color, Inc., made possible the ex- 
cellent timing of the picture’s re- 
lease. Prior to the launching of the 
satellite, it was necessary to insert 
new footage into the film as details 
were developed; the Fairbanks or- 
ganization continued to supply ad- 
ditional negative up to one week 
before the firing on Friday, Au- 
gust 12th. Le 


and ears, are 
satellite passes 


eyes 
as the 
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Distribu.ors of Republic's Enduro Stainless 


Steel products view one of the sequences ex- 


plaining the company’s third major Order Makers Institute program at Cleveland premiere. 


New Worlds for Stainless Sales 


Building on the Proven Success of First 


the Republic Steel Corporation Unveils 


ATHWAYS TO SALES SUCCESS have 
Prrcn laid down within the past five years 
by two long-range and eminently success- 

ful sales development programs within key 
Divisions of the Republic Steel Corporation. 
This steel producer’s Order Makers Insti- 
tutes have been widely acclaimed, with good 
their proven results among the 
families of distributors and their 
salesmen of Republic’s Pipe and Truscon Di- 
v.sions. This year a third OMI, emulating the 
techniques and tools of its predecessors, has 
been launched by the Alloy Steel Division to 


reason, for 


nationwide 


Below: filming scene for “The New World of 
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Twe Order Makers Institutes in the Field. 


a Third Program to Promote Stainless Steels 


help meet field problems and to help increase 
sales volume for Enduro Stainless Steels. 
Based on Conference-Type Meetings 
In this era of intensely competitive market- 
ing, the success of these OMI programs bears 
witness to the thoroughness of their planning 
and concepts, the scope of their content, and 
the diligence with which they are being carried 
out among groups of steel salesmen. Basically, 
the “formula” for an OMI consists of confer- 
ence-type discussion sessions, carried out with 
skilled leadership in the field, well-fortified 
with technical and inspirational motion pictures 


Steel” at studio. 


Stainless Wilding’s Chicago 


| ose 


| 
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Four Major Factors Are Turning 
Salesmen of Republic’s Products 


Into Successful Order Makers .. . 


and further armed with integrated visuals and 
printed materials, including charts, manuals, 
and “take-home” literature. The materials and 
the methods are fairly familiar, in their respec- 
tive parts, to most sales trainers and sales 
managers. 

What, then, is the big difference that ac- 
counted for some $750,000 in additional sales 
for just one of Republic’s pipe products during 
the first five months of 1957, soon after the 
first OMI program was launched in the Pipe 
Division? The company gives important credit 
to OMI training. 

Helped to Increase Truscon Sales 25% 


And, with OMI as “the only factor which 
set Republic apart from the rest of the field,” 
what did increase Truscon’s commodity sales 
“over 25%” at a time when there was a serious 
drop in all construction material sales? 

There’s coincidence and important clues 
within one of the Conference programs of the 
new “Stainless OMI.” 

Spelling out the advantages to the salesmen 
of its mill operations, the OMI film for this 
conference gives these four major factors: 
unique setup; experience; facilities; and high 
quality standards. These factors can also be 
applied to the Order Makers Institutes and to 
their success in the field. 


Cover Every Facet of the Products 


OMI is unique in its comprehensive cover- 
age of every facet of each Division’s products, 
their technical background and applications 
and their marketing potentialities. 

Experience plays a vital role in OMI success; 
each of the Institutes has built upon the ex- 
perience of previous conferences since 1956 
when the first OMI program was launched; 
even then they were fortified by the company’s 
years of experience in the respective product 
fields. 

Moreover, comprehensive depth interviews 
and surveys were undertaken as preliminaries 
to each OMI program, covering the needs and 
attitudes of distributors, customers and all 
types of salesmen throughout each field. 

It is this vital, added ingredient of experience 
that helps make each OMI program hit definite 
need targets with surprising and resultful ac- 
curacy. 

Utilize the Complete Wilding Facilities 


The facilities of Republic’s Commercial Re- 
search Division and of Wilding, Inc., producers 
of all three major OMI programs, went into 
every phase of the meetings with unsparing 
diligence and dedication. Once the OMI proj- 
ects were initiated, they received top priority 
and full budget support. 

Finally, as each OMI program premiered 
before executives of the respective distributor 
organizations involved, it was evident that high 
quality standards had been achieved. For ex- 
ample, the Wilding motion picture for the 
Stainless OMI, titled The New World of Stain- 
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less Steel, is the finest visual exposition on that 
subject yet produced. 
Visual Encyclopaedia of Metal Facts 

For sheer product knowledge and _ back- 
ground on this “miracle metal” a three-part 
motion picture series on Stainless Steel (its 
historical, metallurgical background and prop- 
erties) provides technical information of tre- 
mendous value to the stainless steel salesman. 

A fourth and companion film, Tailored to 
the Job, turns the theory of the above series into 
solid, practical application of the metal among 
prospective customers. 

Still another motion picture, The System, 
enriches the Stainless OMI Conference session 
on product selection with a thorough exposi- 
tion on (a) investigation, (b) analysis, and 
(c) elimination in determining the right kind 
of stainless steels to fit the customer’s needs. 

It is these kinds of “ingredients” that make 
the new OMI a likely candidate for sales 
volume honors in the Alloy Steel Division. But 


there is other evidence that shows the “metal” 
of these OMI programs. 
Field Wants OMI Programs Continued 

The Pipe and Truscon OMI’s have been in 
the field for over four years now. Yet the field 
people are asking that both programs be con- 
tinued. “They have recognized,” Republic 
Officials say, “that OMI techniques are respon- 
sible for training their people thoroughly, not 
only in specific products, but in the important 
selling fundamentals which are too often neg- 
lected in this day and age.” 

As the Stainless OMI program moves along 
the first 10-month phase which will take its 
nine conference sessions well into 1961, there 
is still another factor of importance. From each 
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distributor’s staff, a “leader” is selected and 
given full training in the Conference Course at 
Republic headquarters in Cleveland so that he 
may conduct the program among his organiza- 
tion’s salesmen. Needless to say, this indoctri- 
nation in leadership will prove invaluable both 


Scenes in the Technicolor Motion Picture 
“The New World of Stainless Steel” 


Above: varieties in texture and color are 
among the newer developments in Stainless. 


Left: the long life. of products made from 
Stainless Steel derive from its strength. 

Right: high-tensile Stainless Steels provide all- 
around strength for many purposes. 


to the man and to his distributor in years to 
come. 

The Stainless OMI program was launched 
before a meeting of distributor executives in 
Cleveland on June 2, 1960. Introductory talks 
by Republic officials and Division heads were 
followed by “excerpts” from each of the two- 
hour Conference sessions and their related 
films, introduced by appropriate “skits” which 
revealed how thoroughly OMI planners had 
absorbed the “homework” of their interviews 
and field surveys. 


Company Provides the Complete Course 


With Republic furnishing the full “course” 
and related materials, including the films noted, 
Stainless steel distributors are asked only to 
furnish the “pupils,” their whole-hearted per- 
sonal support and meeting facilities. Reception, 
as in previous OMI programs, has been 100% 
from the field, and well it might, for the Order 
Makers Institute idea has proven itself a bright 
star in the firmament of a growing industrial 
America and at Republic Steel. 





From the earliest edges of recorded time, people 


have sought to make more of their lives than satisfy- 
ing the everyday necessities of food and drink, cloth- 
ing and shelter. The universal desire for something 
beautiful, something ordered and in good taste is 
expressed in architecture, the arts, sports and the 
varying patterns of hospitality. In these designs for 
living, there are impressive parallels everywhere in 


this truly wonderful world ... —Prologue 


The quiet dignity of this old Norman castle just outside Chartres, 
France, is one of the many beautiful scenes in “Wonderful World.” 


Below: a scene of rare beauty was captured in Eastmancolor by Jam Handy cameras as an 


' The words, “it’s a big, wide, Wonderful 
outdoor ballet troupe posed before the statue of Johann Strauss in romantic Vienna . 


World,” are a fitting prelude to the audience 
popularity being enjoyed by the color motion 
picture of that title, currently being distributed 
in lands around the globe by the Bottlers of 
Coca-Cola. 

Months ago, there were already more than 
1,100 prints acquired by these companies; 
overseas versions include sound tracks in 
French, Arabic, Italian, Spanish and German 
as well as tracks for Swedish, Norwegian and 
Dutch audiences. The familiar voice of the 
BBC narrates a version of Wonderful World 
for audiences in Britain. 

The Coca-Cola organization in West Ger- 
many showed the film earlier this year at an 
agricultural fair in Berlin. There were 93 re- 
peated showings to over 20,000 people, one- 
third of whom came from the East German 
Zone. 

A Columbus Film Festival award is matched 
by the enthusiastic demand for showings di- 
rected to bottlers all over the U. S. from Scout 
groups, schools, colleges, industrial organiza- 
tions and churches. Like the beverage itself, 
Wonderful World has proven a_ universal 
“Symbol of Friendship.” 

The film is also solid evidence that, all ove 
the world, there is a vast interest in the peoples 
and customs of neighboring lands that Won- 
derful World’s 43-minutes of brilliant color 
scenes and original music so adequately fulfills 
for audiences of all ages. 

Produced by The Jam Handy Organization, 
whose three film crews traveled 174,644 miles 


ee ee 
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to shoot scenes in 31 countries on six con- 
tinents, the film is termed by the sponsor “the 
greatest picture ever produced for our Com- 
pany and proof is in the tremendous demand 
our Bottlers are getting for showings.” 

Statistics reveal some of the picture's fasci- 
nating content: Wonderful World includes 
scenes filmed in 43 of the world’s most colorful 
cities; songs and dances were recorded and 
photographed in 14 countries and world- 
famous landmarks from the Alps to Waikiki 
Beach make eye-filling scenes on the color 
screen. The film portrays hospitality patterns 
in 18 countries of the world where Coca-Cola 
is a familiar friend but these exposures of 
product are unobtrusive and always appropri- 
ate to the mood and the people being photo- 
graphed. 

The symphonic score of Wonderful World 
was recorded by a 56-piece concert orchestra 
in Rome and a souvenir album of this lively, 
memorable music has been made available to 
the bottlers. 

For the audience leader who hasn't yet had 
an opportunity to call on his “friendly neighbor 
who bottles Coca-Cola” for the loan of a 
print, this thumbnail preview will be helpful: 

The film begins in America and after a nod 
to the rolling hills of New England, the sky- 
scrapers and that national lure, baseball, it 
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goes off on a journey that will seem far too 
short... 

The Pampas of the Argentine at roundup 
time, Peru with its ancient ruins . . . Japanese 
gardens that transfer the outdoors indoors. 
Chinese cuisine. The temple bells of Bangkok 
that ring day and night . . . Thailand’s perennial 
song. 

The Valley of the Nile. The Pyramids, tombs 
of kings. Egypt’s white grandeur in its Moslem 
mosques. Morocco’s Casablanca and Arabian 
story-tellers. Spain, its music and architecture. 
The carnival spirit of the Mediterranean world. 
Rome and its fountains; the splendor of St. 
Peter’s. 

The scrubbed face of Sweden; Vienna, the 
city of waltzes; and the good life in Germany, 
the castles of the Rhine. The watery quiet of 
the Netherlands and the old face of Brussels. 
The countryside of France. The breath-taking 
chateau country. The eternal cyclists. The cafes 
of the Champs Elysees. The lofty Eiffel Tower. 

Horse racing in England . . . the scholarly 
brow of Oxford. English inns and water sports. 
Buckingham Palace and the Queen. West- 
minster Abbey where kings and poets lie side- 
by-side. The flaming coats of the Canadian 
Mounties, and then back to the bright 
torch of Miss Liberty and the wonders of the 
U. S. A. It’s a Wonderful World! Uy 


PROGRAM NOTES: 

Title: Wonderful World 

Sponsor: The Coca-Cola Co. 

Distributed by: The Bottlers 
of Coca-Cola. 

Produced by: The Jam 
Handy Organization. 


Length: 43 minutes, film- 
ed in Eastmancolor. 


Story: Russell McCracken. 
Direction: Frank Murray. 


Music: by Samuel Benavie. 
Recorded by a 56-piece 
concert orchestra. 


Coordinated by: J. E. (Ted) 
Duffield, Jr., for The 
Coca-Cola Company. 


Filmed on location in 31 
countries on six conti- 
nents, around the world. 


At left: Aztecs perform a 
colorful ceremonial dance on 
pyramid in Mexico for a 
“Wonderful World’ scene. 


ete 
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Above: this cowboy’s lonely vigil makes 
a memorable scene in “Wonderful World.” 
Below: on the beach in Australia . . . 








dynal'rame: the new 
variable screen ide: 


SPONSORS of business and educational motion pictures will 
find creative potentialities in the new, variable screen process 
known as dynaFrame. Exclusive world-wide rights to the 
process for informational films have been secured by Telic 
Inc., New York City, from the holder of the international patents, 
the Dynamic Frame Corporation, Hollywood. 


The technique, which features variable framing of scenes 
automatically incorporated within the film, is illustrated in the 
scenes reproduced on this page. The process is applicable to 
either 35mm or 16mm, black and white or color films, and is 
compatible with all wide-screen systems, requiring no changes 
or additions to existing camera or projection equipment. 


During photography, a variable viewfinder is provided for 
the director and the cameraman. A record of framing is kept 
and sent to the dF laboratory. Here, the picture and framing 
are combined by patented precision masking equipment. This 
system is said to provide greater flexibility and complete control 
for the director, since framing can be viewed or changed at 
any time, up to release printing. 

Elwood Siegel and Edward Boughton of Telic are preparing 
a demonstration film of dynaFrame technique which will in- 
clude the first experimental film that recently received favorable 
press notices. THE LONDON TIMES, for instance, said “it offers 
new realms for the director and scriptwriter to explore, new 
compositions for the cameraman and art director.” 


dynaFrame is the invention of Glenn Alvey, Jr., an American 
working for the British Film Institute in 1956. It was further 
developed in the U. S. by Leland Auslander, now head of the 
Dynamic Frame Corporation. First theatrical films using the 
process will be released this winter. 


Woody Siegel, president of Telic, who has foreseen the 
unique possibilities of the process for industrial and agricultural 
films, describes dynaFrame as a “mobile masking framework 
for the screen which provides a new visual experience by focus- 
ing audience attention.” 


Telic’s Edward Boughton explains, “a dynaFrame picture is 
best begun in the mind of the writer but can be incorporated 
in any completed motion picture before release printing.” 


The forthcoming demonstration film will explore the many 
ramifications of this variable screen process and its creative 
possibilities for the industrial and educational motion picture. 





dynaFrame: THE TECHNIQUE IN ACTION 


The illustrations (left, top to bottom) show how a single motion 
picture “dynascene” is planned for a voice-over information film in 
dynaFrame. The sequences open at top with a small square format 
picture showing the handling of a hay bale by a New Holland baler. 
Screen area surrounding the image is dark. After the audience’s 
eye and mind have absorbed the scene, the mobile frame moves to 
reveal further action at left screen—then still fluid, action below— 
then all the way across to right screen and finally opening to full 
screen. The change in screen size, shape, and movement is deter- 
mined by the action in narration. 
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~Y-Yore)alet— 
nels 
Survival 


Left: actor Raymond 
Massey is narrator of this 


new Bell System film. 


This Timely Bell System Motion Picture 


Shows Communications’ Role in Defense 


Sponsor: The Bell System. 


TITLE: Seconds for Survival, 27% 
min., color, produced by Audio 
Productions, Inc. 


The man on the street knows 
that between himself and a sur- 
prise enemy attack are several na- 
tional defense lines. He may know 
about the arctic radars and Texas 
Towers—may even envision 
memories of the towered aircraft 
spotters of yesteryear. But it is 
the unusually enlightened citizen 
who has any conception of the 
complex defense system our na- 
tion has devised, or, particularly, 
of the nerves of the system—the 
lines of communication which tie 
it together and make it work. 

To provide as many people as 
possible with an encompassing 
view of the immensity and com- 


plexity of continental defense, the 
Bell System and its associated 
companies have just released an 
exceptional, highly informative 
new motion picture, Seconds for 
Survival, which illuminates many 
little known facts about defense 
in its 27'% minutes of color film. 


Defense Installations Pictured 


The picture shows the Distant 
Early Warning (DEW) Line of 
radar installations in Northern 
Canada and Alaska; the Mid- 
Canada Line and the closer-in 
Pinetree Line. BEMEWS (the 
ballistic early warning system), 
the Texas Towers off our shores, 
and radar installations aboard 
Super-Constellation patrol planes, 
picket ships and blimps are other 
vital elements shown for the first 
time in one film that covers the 


Below: officers at North American Defense Command Hdgq. watch spe- 
cial plot board as data is posted on simulated “enemy” attack in the film. 
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whole sweep of continental de- 
fense. 

Seconds for Survival ties to- 
gether all these defense elements 
in the network of telephones which 
were designed for peacetime but 
stand in readiness to serve the 
cause of defense. It was produced 
for the Bell System by Audio Pro- 
ductions, Inc., and was impressive- 
ly premiered in New York this past 
month by an audience of military 
“brass” and industrial executives, 
including representatives of the 
Bell Laboratories and the Western 
Electric Company whose contri- 
butions have played such a vital 
role in the design of much defense 
apparatus. 


How Industry Aids in Defense 

The film describes how 
Bell Telephone companies, the 
Bell Laboratories and the Western 
Electric have all been called upon 
to help design and build the spe- 
cial communications, weapons 
systems, radars and other facilities 
for our continental defense. 

Official approval by the Office 
of the Secretary of Defense (for 
public release without restriction) 
was accompanied by this com- 
ment from Major William T. El- 
lington, Production Branch, Au- 
dio Visual Division in the Depart- 
ment of Defense, Office of News 
Services: 

“All who viewed the film 
thought it an excellent representa- 
tion of the Nation’s air defenses 
that could be deployed in the 
event of an attack.” 


also 


This Told” 

Headquarters of the North 
American Air Defense Command 
(NORAD) bulletined the film in 
its Office of Information release 
of August, 1960 with these com- 
ments: 

“The NORAD story has never 
been better told than in the . 
274o-minute Technicolor fea- 
turette-documentary, Seconds for 
Survival.” 

Raymond Massey is the fea- 
tured narrator of this important 
film. He compares the similarities 
of continental defense with the 
way ordinary citizens act when 
faced with everyday dangers: we 
detect the danger, alert ourselves 
to it, and react by taking defense 
precautions. 

Massey, an actor of great dig- 
nity and skill, is of Canadian birth 
but a citizen of the United States. 
He is the perfect choice to describe 
how American and Canadian 
forces work together in round-the- 
clock vigilance against attack and 


“Story Never Better 


(CONTINUED ON NEXT PAGE) 





“Seconds for Survival” 
(CONT'D FROM PRECEDING PAGE) 
in preparation of massive retalia- 
tion if ever necessary. 

Ready Meet 

Seconds for Survival graphi- 
cally shows how the telephone sys- 
tem and other communications of 
the telephone companies have 
been prepared for emergencies. 
Animated sequences describe how 
major communications centers are 
already ringed and by-passed by 
alternate message routes in case of 
disaster. Some procedures of our 
defense system are shown on the 
screen for the first time. 

A highly-interesting sequence is 
devoted to “White Alice,” the 
Communications System which 
ties together our Alaskan military 
outposts and connects to the DEW 
Line. NORAD, the North Ameri- 
can Air Defense Command Head- 
quarters, jointly operated by the 
U. S. Air Force, Army and Navy 
and the Royal Canadian Air Force, 
is the brains of our whole defense 
system. 

Civil 


to Emergencies 


Defense personnel at 
NORAD are shown in constant 
readiness to alert the nation 
through its National Warning Sys- 
tem. The roles of SAC (the Stra- 
tegic Air Command) and of 


SAGE (the Air Defense System) 
are pictured in their vital perspec- 
tive as part of the total continental 
defense pattern. 


A Simulated Attack Is Shown 

As a climax to these “inside” 
views of our defense system, a 
simulated alert is shown during 
which the enemy is detected and 
attacked by hundreds of manned 
aircraft and missiles of many types 
and sizes. 30 missiles blast-off on 
the screen and a dozen or 
aircraft are shown being destroyed 
by them. 

This exciting climax is a fitting 


so 


Pictured at “Seconds for Survival” 
tom) were: Col. “Chips” Woodruff, USAF (left) and Tom Fischer, AT&1 
motion picture staff. 2nd group: Frank Speidell, president, Audio Pro- 
ductions (left) with Kenneth Wood, Asst. V.P. in chg. Public Relations, 
AT&T. 3rd group: (I to r) Hunter Williams, Asst. V.P. New York Tele- 
phone Co.; George Griswold, PR Director, Bell Labs; William Foltz, 
Asst. V.P., New York Telephone. Below: Robert Randall (left) Motion 


Picture Supervisor 


At 
nel 


right: military person- 
the Bell pre- 
miere included (at left): Com- 
mander R. L. Milner (USN) 
and Lt. Comdr. Evelyn Lar- 


son, U. S. Coast Guard. 


attending 


~ 


The Nike-Zeus anti-missile mis- 
sile was developed by Bell Labora- 
tories to defend against an enemy's 


ICBM'’s. 


testimonial to the quoted words 
of George Washington: 

“If we desire peace we must 
have known at all times that we 
are ready for war.” 


Defense Agencies Cooperate 

Seconds for Survival was pro- 
duced by Audio with the assistance 
of the Department of Defense, the 
Army, Navy and Air Force and 
the Royal Canadian Air Force. 
Prints are being made available 
in both 16mm and 35mm color. 
Nationwide showings in theatres 
and on television will be followed 
by general 16mm release via local 
Bell System offices to community 
groups, civic organizations, clubs, 
schools and church groups. 

To arrange free loan use of a 
print of Seconds for Survival this 
fall, simply call your local Bell 
Telephone Company business of- 
fice. » 

k 


* * 


Premiere Picture Portfolio 

Guests pictured at the recent 
New York premiere showing of 
Seconds for Survival were lensed 
by BusINEsS SCREEN’s own re- 
viewer-photographer, Robert Sey- 
mour. i 


premiere (panel, left, top to bot- 


Western Electric; Tom Wilson, N. Y. Telephone. 
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INDUSTRY, RESEARCH AND MILITARY LEADERS ATTEND BELL PREMIERE 
“A Big Day ter Roger Gray” as— 


Positive Approach Helps 
Sell Raybestos Products 








Sponsor: Raybestos Division of Raybestos- 
Manhattan, Inc. 


TitLeE: A Big Day for Roger Gray, 20 min., 
produced by Bay State Film Productions, 
Inc. 


How to handle “no” for an answer is one 
of the strong points of a new sales film: A Big 
Day for Roger Gray, sponsored by the Ray- 
bestos Division of Raybestos-Manhattan, Inc., 
of Bridgeport, Connecticut. 

- Walking up to the negative answer from a 
lien prospect and handling it properly to overcome 
Pictured at the premiere of “Seconds for Survival” last month were (left to right, above): Dr. sales resistance and follow through for positive 
E. E. Stickley, Brookhaven National Laboratory; Brig. Gen. William E. Elder, USAF, Commander, 

Boston Air Defense Sector; and K. P. Wood, Asst. V.P., American Telephone & Telegraph Co. 


Bay State cameras focus on a scene for the 
new Raybestos’ sales training film. 


selling makes this new Bay State presentation 
one of singular effectiveness in the dealer-job- 
ber sales training area. Much of the shooting 
was handled in actual garages and service 
Also glimpsed by this magazine’s camera at the Bell film showing were (left to right, above): Tom stations with the result that the sales arguments 
Fischer, of AT&T's motion picture department; Willis Pratt, AT&T film department executive; and and demonstrations have the ring of authority. 
Walter M. Reynolds, Director of Public Relations for the Western Electric Company. The solid, step-by-step sales procedure 
endorsed by Raybestos for pepping-up sales 
approach, is effectively showcased by an ex- 
perienced Broadway and TV cast headed by 
Casey Allen, Kirk Allen and Paul Lawson. 
Distribution is being handled by Raybestos 
dealers throughout the country by showing to 
jobbers and dealers and Raybestos’ own sales 
force. A fast paced film, A Big Day for Roger 
Gray drives home the sales message in a total 
time of 20 minutes, packing sales information 
of basic value to any and all salesmen. iy 


A Sermon on Conservation 
SPoNsoR: Farm Equipment Institute 


TitTLeE: The Earth Is the Lord’s, 13% min., 
color, produced by Telepix. 


This is a film on soil conservation with a 
religious theme: a Christian’s responsibility for 

Guests at this timely defense film showing also included (left to right, above): Frank Arlinghaus, stewardship of his God-given resources. 
President, Modern Talking Picture Service, Inc.; Ernest Dinger, Asst. Sales Promotion Manager, In the simple story line, a typical farmer 
Texaco, Inc.; and Russell B. Weston, Advertising Manager of the Ethyl Corporation. decides to practice conservation as a result of 
hearing a sermon based on the 24th Psalm. 


(CONTINUED ON PAGE SIXTY-ONE) 
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In the film “Opening the Sale,” Borden (1) and 
Busse introduce “Mr. Right” as the Man who 
has Money, Authority and Need. 


Busse (at right, above) utilizes a visual “for 
instance” to sell house siding in this scene from 
“Opening the Sale.” 


My Five Guiding Principles 


for Sales Training Pictures 


by Richard C. Borden* 


USINESS EXECUTIVES over the years 
B have given Borden & Busse the privilege 

of addressing their sales organizations 
via the motion picture screen. That privilege 
both of us appreciate keenly because we know 
it implies an expression of trust. 

Now in view of that trust you’ve placed in 
us, this might be a good occasion to take you 
“behind the scenes” and give you a look at 
the way we work when we tackle the job of 
creating a syndicated sales training film. 

Every time we take on such a project, we 
try our darndest to adhere, just as closely as 
we can, to certain guiding principles of train- 
ing film craftsmanship, principles that over the 
years we've come to believe make good sense. 
So here goes. . 

“Don’t Horse Around With a Story Plot” 

Guiding Principle +1 of training film crafts- 
manship: don’t horse around with a Holly- 
wood story plot! 

Now, I can assure you it hasn’t always been 
easy to apply this first principle. Every time I 
start to work on a new sales training film 
script, a little demon jumps on my shoulder 
and begins to whisper in my ear like so: 

“Borden, this time why not be different? In 
each of the other films you've written, you've 
come to the point too fast. Instead of giving 
your audience some soft music and glamour, 
you've just looked ‘em in the eye and blurted 
right out in your first sentence that you 
were going to give them some tested techniques 
for making sales. 

“Then, zowie! Off you'd go like a bull in a 
china shop. Technique +1, Technique #2, 
and so on. This time, Borden, be different, 
make like Shakespeare, Ibsen or DeMille. In- 
stead of that crude 1-2-3 stuff, cook up a cute 
plot about boy meets girl and lifts mortgage on 
old homestead by applying advice of kindly 
old sales manager. If the plot crowds out some 


38 


of the concrete sales instruction you'd plan to 
communicate, so what? Movies are a medium 
for high drama!” 

Well, that’s the siren song the littke demon 
sings in my ear at the start of every new sales 
training film project. Each time I listen to it 

. and each time I turn it down for the same 
reason. 

What your salesmen want when they view 
a training film is a minimum of ham dramatics 


Salesman Busse is “buttoning the sale close 
with benefits” in the Dartnell production titled 
“Closing the Sale.” 


and a maximum of practical help of the type 
that can put money in their pockets. 

So we propose to keep on adhering to our 
first technique of training film craftsmanship: 
get down to cases fast . don’t waste time 
horsing around with a dramatic story plot! 

“Don’t Be Afraid to Teach the Obvious” 

And now, Guiding Principle +2: don’t be 
afraid to teach the obvious! 

Over the years, Busse and I have become 
convinced that what sales training needs most 
*As adapted from the speech given by this noted 


lecturer, educator and sales consultant at the annual 
meeting of the Industrial Audio-Visual Association. 


, than those he'd ordinarily use . . 


A Noted Sales Training Authority 
Reveals the Basic Ideas Behind the 
Success of His Widely-Used Films 


is not advanced algebra or calculus, but simple 
arithmetic. Not the disclosure of startling new 
techniques but the fuller application of time- 
tested old techniques, techniques so old and so 
obvious they’ve become forgotten or neglected 
for that very reason. 


“Use Simple, Non-Professional Language” 


What follows naturally is our Guiding Prin- 
ciple +3: in the interest of clarity, always use 
the simple, non-professional language of the 
street! 

There’s something about the task of teach- 
ing that strongly tempts the teacher (and the 
training film script writer) to use words bigger 
. and a mode 
of expression more pompous than usual. 

That temptation is a very natural one, 
rooted deep in the well-springs of status-striv- 
ing and supported by the very human desire of 
the teacher and the writer to pamper his own 
sense of dignity. 

But when the job at hand is the teaching of 
salesmen, it’s a temptation that has to be re- 
sisted at all costs. 

Of all audiences known to man, salesmen are 
the most allergic to pomposity. If you want 
salesmen to listen to you without revulsion, 
phrase your “teaching” simply and clearly. 
Always reach for the shortest word and the 
most unaffected, colloquial form of expression. 

For instance, if you had reason to give your 
salesmen the thought content of the Declara- 
tion of Independence, you would be well- 
advised not to use the polysyllables and ora- 
torical rhetoric of the original version—as 
formulated by our dignified forebears. 

Instead you’d choose as your teaching text 
the “translation” of that historic document 
made by the late H. L. Mencken. In this trans- 
lation, Mencken takes not a single liberty with 
the thought content of our immortal national 
document, but he does convert every big word 
into a little one and every oratorical phrase 
into the crisply clear language of the street. 


“Visual Thumbtacks Make Training Stick” 


And that brings us to Guiding Principle 
+4: in the interest of memory retention . . . 
use visual thumb-tacks to make the wording of 
training recommendations stick. 


Perhaps you've noticed that in practically 
every one of our films, Busse and I make a 
point of disclosing some kind of visual prop 
before we introduce a new training recommen- 
dation. For instance, in one of our films, be- 
fore recommending that salesmen diminish ob- 
jections by listening, we disclose a balloon 
and permit it to deflate. 

In that same film, at another point, we dis- 
close a feather pillow before recommending 
that salesmen buffer the bump of their objec- 
tion answers with the cushion of a neutral 
third party. 

Later on, we use a pair of fake whiskers be- 
fore recommending that salesmen be alert to 
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Borden illustrates Guiding Principle +4 as 
he “buffers the bump of objections with the 
cushion of a neutral third party.” 


see through the disguise of fake objections ad- 
vanced only as a “stall.” 

Our use of props is neither a matter of 
habit, rut or eccentricity. 

Instead, it is the result of a deep faith in the 
wisdom of our fourth guiding principle: in the 
interest of memory retention, use visual 
thumbtacks to make the wording of training 
recommendations stick! 

“For Instance” Puts Theories to Work 
Guiding principle +5: at least once every 

30 seconds, get onto the film sound track the 
magic words, “for instance.” 

The moment these words are spoken, ab- 
stract expounding of a sales theory HAS to stop 
and concrete illustration of how to make that 
theory work HAS to begin. 

Now, unfortunately, it isn’t easy to prepare 
a film so it conforms to that format of thin 
slices of theory surrounding fat slices of “for 
instance.” To the contrary, it poses the script- 
writer with two serious difficulties. 

First, he has to do a lot of field research to 
come up with enough juicy, authentic, believ- 
able “for instances.” 

“Cut Straight to the Filet Mignon” 

Secondly, he has to do a lot of COMPRES- 
SION to boil down a hunk of sales theory into 
just 30 seconds worth of words. His approach 
to words has to be that of an epicure to a 
steak. Brush off the parsley. Avoid the fat. Cut 
straight through to the filet mignon without a 
second’s delay. 

The kind of brevity called for by each 
theory portion of a sales training film is the 
kind illustrated by the schoolboy’s examina- 
tion answer to the question: “Write a short 
essay On the life of Benjamin Franklin.” This 
was his essay: 

“Benjamin Franklin was born in Bos- 
ton. He met a woman on the Streets of 
Philadelphia; married her; and discovered 
electricity.” 

In your own training work, whether it is 
sales training, supervisory training or produc- 
tion line training, it may pay you to apply the 
same principles of craftsmanship that have 
guided Busse and myself in our syndicated 
films on sales training. a 


Epitor’s Note: the Borden & Busse sales 
training films mentioned in this article are all 
distributed by The Dartnell Corporation, 4660 
Ravenswood Avenue, Chicago 40, Illinois. 
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Esso Standard’s New Film Is— 
Introducing Young Learners 


to Pure and Applied Science 


Sponsor: Esso Standard. 


TITLE: Two Hats of Science, 15 min., color, 
produced by Jamieson Film Company. 


Continuing stress on the importance of study- 
ing mathematics and science in order to meet 
today’s problems and to prepare for opening 
tomorrow’s scientific doors, a unique film has 
been produced to interest grade school children 
in science and to help them over two major 
obstacles to scientific study. 

Two Hats of Science, sponsored by Esso 
Standard, Division of Humble Oil & Refining 
Company, and produced by Jamieson Film 
Company of Dallas, is a 16mm _ sound-color 
motion picture built around laboratory demon- 
strations of phenomena in the fields of chem- 
istry, physics and mathematics. 

The Two Classifications of Science 

The aptly descriptive title, Two Hats of 
Science, is derived from two classifications of 
science—pure science, which simply seeks new 
knowledge for the sake of acquiring knowledge, 
and applied science, which endeavors to put 
knowledge to work to solve a practical prob- 
lem, such as developing a new product or 
process. 

Two hats are worn by the narrator, an actual 
member of Esso’s scientific staff; he wears one 
symbolic hat when demonstrating a pure sci- 
ence experiment, and a second hat when de- 
monstrating an applied science experiment. 

In one of the demonstrations featured in the 
Two Hats of Science, the narrator actually 
makes butyl rubber by liquefying a gas and 
adding a catalyst. The experiment shows how 
a fact discovered by pure science eventually 
was applied to produce a new product. 

Math: Universal Language of Science 

The film will be shown to grade school audi- 
ences and on television, so a particular em- 
phasis in the film is placed on mathematics, the 
“universal language of science.” The narrator 


An Esso scientist performs an experiment in 
“Two Hats of Science” as he demonstrates 
how a fact discovered by pure science is ap- 
plied to produce a new product. 





explains that to become a scientist, one must 
know the language. 

This is one of the reasons prompting Esso’s 
sponsorship of the film. Surveys have shown 
that grade school children hit two major obsta- 
cles in studying mathematics—fractions, which 
youngsters encounter in about the fourth grade, 
and algebra, which they meet in the seventh or 
eighth grade. A thorough grasp of these two 
basic elements of math is vital to achieve the 
level of comprehension of more advanced math 
that is necessary to the scientist. By aiming 
this film at the seventh and eighth grades, Esso 
hopes to stimulate study at that early stage of 
the youngsters’ careers. 


Highlights Matrix Algebra and Topology 

The film also highlights two mathematical 
sciences, matrix algebra and topology. The 
first, the narrator explains, was of no more use- 
fulness than a parlor game when it was discov- 
ered. Later, however, matrix algebra enabled 
scientists to construct and use today’s amazing 
electronic computers. Topology, the mathe- 
matical study of shapes, however, has not yet 
been put to any widespread practical use. 

Bradford E. Smith, of Esso’s New York pub- 
lic relations department, supervised production 
of the 15-minute film. Hugh Jamieson, Jr., was 
the producer-director. ng 


Financial General’s Film Shows: 


How the Morris Plan Led 
the Way to Family Credit 








Sponsor: Financial General Corporation. 


TITLE: Family Horizons U.S.A., 10 min., b/w, 
produced by Audio Productions, Inc. 


It is possible, feasible and probably eco- 
nomically sound nowadays for the average 
man to go to the bank and borrow some 
money when he wants to buy his daughter a 
piano for her 14th birthday. It was not always 
this way. 

Fifty years ago a man without good, solid 
and tangible assets would find no bankers any- 
where rash enough to lend him money regard- 
less of his need. 

One day a man who had had the same 
steady job for 14 years made the rounds of all 
the banks in Norfolk, Va., and found nary a 
one that would trust him for the small loan 
that he needed so badly—until he met Arthur 
J. Morris. The man’s plight so stirred Morris 
that he began his memorable campaign to 
achieve the democratization of credit in 
American banking—the first Morris Plan 
banks, which led the way to easier credit for 
the average man. 

The film brings in an expert to testify on the 
position of credit in American economic life— 
O. Glenn Saxon, a Yale professor. Professor 
Saxon says that it would be unlikely that three 
of four American families would own cars 
without modern credit practices because two- 
thirds of all cars are bought on the installment 
plan. And without the market for goods our 
whole economy would suffer. i 
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Through Its Successiul Store-Wide Improvement Program 


J) & J Helps to Build Retail Profits 


15-VYear, Continuing Merchandising Program fer Retail Drugstores Enters Fifth 


Phase as Johnson & Johnson Presents Usefal Media on Stock Room Modernization 


HE RELEASE THIS YEAR of a 19-minute 
motion picture entitled, /t’s Time To Take 
Stock, and a 32-page working kit on 
stockroom modernization, marks the fifth 
phase, and the 15th year, of Johnson & John- 
son’s continuing educational program for retail 
drugstores. This is certainly one of the most 
productive and successful long-range programs 
ever developed 
In the words of Johnson & Johnson’s Execu- 
tive Vice-President, R. W. Johnson, Jr.: “We 
think our economy can be strengthened greatly 
by helping the retailer improve his efficiency in 
moving Our nation’s products to the consumer. 
We feel that giving such help is the responsi- 
bility of leaders in every industry.” 


Over a Million Spent on the Program 


rhe program was initiated in 1946 under the 
direction of William E. Sawyer, Johnson & 
Johnson’s Director of Merchandising Services. 
To date, it has involved an expenditure of over 
a million dollars and has included four motion 
pictures. 

Each of its five phases—covering sales train- 
ing, advertising and promotion, modernizing 
of stores’ interiors, modernizing of stores’ ex- 
teriors, and stockroom modernization—also in- 
cludes detailed and comprehensive printed ma- 
terials, developed with the assistance of out- 
standing experts in retail merchandising, ad- 
vertising, industrial design and construction, 
and the pharmaceutical field. 


Upheaval in Consumer Buying Habits 


The program got underway when Johnson & 
Johnson became convinced that a major retail 


STOCK 
ROOM 


MODERNIZATION 


Results of extensive research and mail sur- 
veys went into this J & J brochure and its 
companion film on stockroom modernization. 


revolution was taking place, involving an up- 
heaval in consumer buying habits. 

In accordance with its long-time philosophy 
that “in serving those who sell our products, 
we serve ourselves,”"—and recognizing the 
retail pharmacist as the keystone in the distri- 
bution of health products—Johnson & Johnson 
launched a nationwide study to determine how 


The complete kit on 
“Design for Selling” 
covers all five phases 
of this major program. 


Druggist Charlie Higgins re-appears as the 
principal in “It's Time to Take Stock.” 


the retail drugstore was marshalling its forces 
to meet its new problems. 
First Film, Materials Released in 1949 

The first fruit of this research was a motion 
picture and accompanying training materials 
called, Sell As Customers Like It, re'eased to 
the profession in 1949. This was followed in 
1953 by the production, Design for Selling, a 
40-minute motion picture which was the moti- 
vational foundation for a program designed to 
help drugstores make customers: 

STOP—by promotion to attract traffic; 

LOOK—by stores modernized for merchan- 
dising; 

LISTEN—by salesmanship to stimulate buy- 
ing. 

In 1955 the program was carried into its 
next step with the development of a motion 
picture and related materials on store front 
modernization, entitled Success Story. This 
year’s release of /t’s Time To Take Stock brings 
the program up to date. 

The last three motion pictures were pro- 
duced by Henry Strauss & Co., which also did 
the major portion of coordination and develop- 
ment of this newest program on Stockroom 
Modernization. 

Over 30,000 Druggists Have Benefited 

Since its inauguration over 30,000 retail 
druggists have made use of some phase of the 
program and its materials. The Bureau of Busi- 
ness Research of Michigan State University, 
reporting on a representative sample of over 
1,000 pharmacists, found that 89% of them 
had used the program in whole or in part, with 
an average sales increase of 20% resulting 
from store modernization. 

Dozens of business schools and pharmaceu- 
tical colleges have incorporated program ma- 
terial into their curricula. 

Over 20 non-competing industries—such as 
oil, automotive, liquor, and appliances—have 
either adapted the program for their own use 
or have made it a foundation in building train- 
ing programs. 

A leading drug publication reports that in 
the first year following the release of the “De- 
sign For Selling” phase, selling space in drug- 
stores increased more than it had in all of the 
five years preceding. 

However, the greatest testimonial to the 
effectiveness of the program comes from the 
retail “firing line.” Here are some representative 


BUSINESS SCREEN MAGAZINE 








quotes from pharmacists—both chain and in- 
dependent—who participated in the program. 


“Am now enjoying a 55% business in- 
crease . . . a new Store is completely paid 
for out of the profits.” 


“Drug volume alone is up about 98% 
. our store front business tripled.” 


“I definitely admit the Johnson & John- 
son program was a ‘shot-in-the-arm’ in 
my store. My operating costs were de- 
creased so that this more than paid for 
the improvement.” 


The use of motion pictures played an ex- 
tremely important role in the program’s suc- 
cess .. . because of the fact that long-standing 
attitudes towards sales promotion . . . fears of 
change . . . and other emotional factors needed 
to be dealt with in order to produce action by 
druggists. 

As one pharmacist put it . . . “For some time 
I had thought about remodelling my store, but 
I never got around to collecting the material.” 
Another said, “The picture Design for Selling, 
should be shown in every school of pharmacy 
in the United States. Its wealth of information 
is practical . . . one of the greatest such pic- 
tures of its time.” 

Motion pictures and printed material— 
much of which was specifically designed to en- 





























Mr. Higgins’ chaotic stock room is causing 


trouble and lost profits, the film shows. 


able the druggist to do his own planning and 
save various other costs—are carefully woven 
into integrated packages that combine strong 
motivational elements, together with concrete 
and specific suggestions to make it easy for the 
druggist to proceed from ideas to action. 

The new phase of Johnson & Johnson’s 
program, “Stockroom Modernization,” is a 
good example of the whole. Based on over 
three years of surveys in 42,000 drugstores 
across the country, it has two major themes— 

1) To show how efficient stockroom pro- 
cedure contributes directly to volume and 
profits by releasing for productive buying 
thousands of dollars now tied-up in unproduc- 
tive inventories. In the average retail pharmacy 
as much as $5,000.00 of extra capital—rep- 
resenting a potential $30,000.00 in extra sales 
per year—can be freed by stockroom 
modernization. 

2) To show the druggist how hundreds of 
hours, now wasted in handling merchandise in 





(CONTINUED ON PAGE 
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The Purchasing Agent 
tells plant management about 
Texaco’'s “Stop Loss” program 


HOW IT CAN HELP THEM CUT PLANT-WIDE MAINTENANCE COSTS UP TO AS MUCH AS 15% 
HOW IT ALSO HELPS CUT LUBRICANT BUYING COSTS UP TO AS MUCH AS 80% 


Hundreds of purchoring men 


The Program is complete 





MAKE YOUR RESERVATION NOW! 
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2+ West Africa 


LUBRICATION IS A MAJOR FACTOR IN COST CONTROL 


Film’s Key Role in “Stop-Loss” Campaign 


Calling Industry Attention te Wasteful Practices in Machinery Lubrication 


SPONSOR: Texaco, Inc. 


TITLE: Stop Loss, With Organized Lubrica- 
tion, 20 min., color, produced by Audio Pro- 
ductions, Inc. 


Lubrication of machinery is sometimes a 
stepchild in manufacturing plants when no one 
man, or department, is directly responsible to 
see the job through. It is not a big cost item, 
but it is an important one. While the annual 
cost of lubrication in a plant may average less 
than a fraction of one percent of other costs, 
improper lubrication can be tremendously ex- 
pensive, resulting in break downs, lost time 
and damaged equipment. 

Stop Loss is a unique approach by Texaco 
to selling industry a new plan on manag- 
ing the lubrication problem. Produced with 
much attention to quality—attractive sets, 
imaginative photography, and a_ particularly 
skilled cast—the film is Texaco’s calling card 
to top management to ask for a date to study 
lube control and offer a prescription for new 
efficient methods of lubrication control. 





Texaco has often—and successfully—sold 
its industrial lubrication products with films— 
on hydraulic oils, cutting oils, greases—how- 
ever this picture is not about products at all, 
but an idea. An idea that lubrication responsi- 
bility should be assigned to definite people 
with definite jobs to do, and that the typical 
job description of an oiler should be upgraded 
to allow for added responsibilities. 

The film opens in a conference room with 
the company president telling his staff that 





Texaco, Inc. Provides (and Widely Promotes) a New 20-Minute Color Picture 





production cost is a major factor in today’s 
cost-prize squeeze and it must be rigidly con- 
trolled. One man on the spot—Mark O’Con- 
nell, a Detroit plant manager, tells how his 
troubles caused by helter-skelter lube methods 
finally led him to institute a new system that 
brought his plant a record for efficient opera- 
tion and freedom from costly breakdowns. 
Texaco is inviting management people— 
through double-truck ads in industrial publica- 
tions—to screen the film. La 


Below: a scene from Texaco’s practical new 
motion picture on management of the lubri- 
cation problem. Above: one of the current 
double-truck ads promoting the film which 
is currently appearing in magazines. 
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NAVA officers-elect are (1 to r) front row 


Harvey W 
vice-president. Back row: W 
freasurer 


vice-pres., 


Marks, president 


Harold A. Fischer, second 
Mahlon H. Martin, Jr., first 


G. Kirtley, board chairman; Earl Harpster, 
and Robert Abrams, secretary 


ticipated in the 20th Annual Trade 
Show. 

Harvey W. Marks, a partner in 
the Visual Aid Center, Denver, 
Colo., was elected president of the 
association, succeeding W. G. 
Kirtley of the D. T. Davis Com- 
pany, Louisville, Ky., who became 
chairman of the NAVA Board of 
Directors. 

Mahlon H. Martin, Jr., M. H. 
Martin Company, Massillon, Ohio, 
was installed as first vice-president 
and Harold A. Fischer, Photo- 
sound of Orlando, Fla., is the new 
second vice-president. Robert P. 
Abrams, of Williams, Brown & 
Earle, Inc., a Philadelphia dealer 
organization, is NAVA’s treasurer- 
elect and Earl Harpster, head of 
Harpster Audio-Visual Equip- 
ment, Inc., Cleveland, Ohio is the 
new secretary. 

Keynote speaker on the con- 
vention theme, “The Challenge of 
the Sixties,” was James W. Hul- 
fish, Director of Information in 


The 20th National Audio-Visual Convention 


Over 3.000 Audio-Visual Dealers. Salesmen and Film Users Attend Chicago 
Meeting and Trade Show as Harvey Marks Becomes 20th President of NAVA 


HE MEN AND WOMEN 
who sell and service the 
audio and visual equipment used 
in schools, churches, industry and 
communities throughout the 
United States and Canada met in 
Chicago August 6th through 9th, 
attending the 20th Annual Con- 
vention of their National Audio- 
Visual Some 3,170 
dealers, their salesmen and mem- 
bers of their families shared the 
active convention program and 
exhibits with representatives of 
U. S. schools, churches and indus- 
trial organizations. 
Held concurrently 


Association. 


with the 


Below 
meeting during the Convention 


NAVA Convention at the Hotel 
Morrison were an Audio-Visual 
Education Forum, sponsored by 
the Illinois Audio-Visual Associa- 
tion; an A-V Workshop of Indus- 
trial Training Directors; the A-V 
Conference of Medical & Allied 
Sciences and a midwest luncheon 
gathering of members of the In- 
dustrial Audio-Visual Association. 
206 Exhibitors in Trade Show 
What was billed as the “world’s 
display of audio-visual 
products and related materials” 


took place on three floors of the 
Morrison as 206 exhibitors par- 


largest 


members of the Industry and Business Council pictured at their 
Chairman Robert Abrams presented 


plans to increase industry's use of audio-visual media. 





NETO 


Above: Maj. Gen. J. B. Medaris 
listens to language laboratory tape 
recorder during visit. 


NAVA’s headquarters office at 
Fairfax, Va. 

Using every audio-visual tool 
available, the speaker traced the 
growth of NAVA and the use 
of audio-visual media in_ the 
two decades from 1940 to 1960. 
Slides, recordings and amplified 
long-distance telephone conversa- 
tion were utilized as the audience 
was shown that “audio-visual aids 
in education, business, industry 
and religion have helped to shorten 
the distance between the learner 
and the thing to be learned.” 

Another featured speaker dur- 
ing the Convention was Major 
General J. B. Medaris (Ret.) now 
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president of the Lionel Corpora- 
tion. An enthusiastic spokesman 
for audio-visual tools and tech- 
niques, General Medaris told con- 
vention guests that “we must in- 
crease the productivity of our edu- 
cational system if we are to sur- 
vive.”” He was high in his praise of 
the A-V industry and declared 
that the increased importance and 
use of these teaching tools has 
given A-V men _ “professional 
status” and he called upon them 
to “begin acting like professionals.” 


Challenge of the Next Decade 


Among the other major presen- 
tations at the convention was a 
speech by the nationally-known 
writer, psychologist and lecturer, 
Dr. G. Herbert True. Speaking at 
the second general session of the 
convention, Dr. True called upon 
the men and women of the indus- 
try “to meet the challenge of their 
profession in the next decade.” 


Above: James W. Hulfish, Jr. 
delivers the keynote presentation 
to open Convention. 


A practical demonstration, billed 
as “Selling to Industry” but actu- 
ally appropriate to audio-visual 
utilization in other fields, was pre- 
sented by a trio from the Audio- 
Visual Center of San Jose State 
College, Calif. Dr. Richard B. 


Below: Hedley Parker, Moody 
Institute of Science, shows spec- 
tacles to R. B. Sifford. 
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Opening session of the 20th National Audio-Visual Convention is 
brought to order for the keynote presentation by Jim Hulfish. 


Lewis and his associates, Ray 
Litke and Jerry Kemp, showed 
practical aspects of various A-V 
products, analyzing their respec- 
tive uses. 


Discuss A-V in Industry 

Further attention to the grow- 
ing field of business and industrial 
use of films and related audio- 
visual media was given by mem- 
bers of NAVA’s Industry and 
Business Council, headed by 
Robert P. Abrams, its outgoing 
chairman. Reporting to the Coun- 


Below: Al Hunecke, DuKane 
Corp. (left) receives award from 
Howard Holt for Institute services. 


| 


Above: H. K. Miehe, chief pro- 
jectionist of Swank’s, Inc., in 
charge of all convention shows. 
cil on August 8th, Mr. Abrams 
disclosed that a recent brief sur- 
vey of leading industries, conduct- 
ed by the Council, showed a gen- 
eral increase in their budgets for 
the year. 

According to the survey, Mr. 
Abrams reported, “almost every 
large and medium-size industry 
now makes use of Audio-Visuals 
to some degree. Most are anxious 
to improve their techniques. This 
method of communication has be- 


(CONTINUED ON PAGE 55) 


Below: re-appointed to the 1960-61 Board of Governors of the Na- 
tional Institute for Audio-Visual Selling were (1 to r): P. H. Jaffarian, 
George Allen, Guy Lam and Richard C. Gearhart. 
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F. H. McGraw and Company Presents a 


Film Record of Industrial Construction 


“The Master Builders” Shows Aluminum Plant Operations 


Sponsor: F. H. McGraw & Com- 
pany. 


TitLE: The Master Builders, 28 
min., color, produced by Cole- 
man Productions. 


A little-heralded but important 
field for the motion picture me- 
dium is reflected in the growing 
use of films for documentary re- 
cording of major construction 
work. In Mackinac Diary (US. 
Steel), the pictures of the St. 
Lawrence Seaway, produced by 
Holland-Wegman, and other note- 
worthy recent projects, engineer- 
ing and building progress is pre- 
sented in invaluable detail for 
guidance on future operations and 
as a useful sales tool for both ma- 
terial suppliers and builders. 

The Master Builders, a most re- 
cent 28-minute color motion pic- 
ture produced by Coleman Pro- 
ductions for _ nationally-known 
F. H. McGraw & Company, build- 
ers and construction engineering 
firm, documents the planning, de- 
sign, engineering and construction 
of vast industrial complexes (a 
$231 million job) for the Olin 
Mathieson Chemical Company 
and Ormet Corporation at Burn- 
side, Louisiana and Hannibal, 
Ohio. 

Prime objective of the new 
McGraw picture is to develop fu- 
ture business on similar projects 
and this faithful record of three 
years of construction work on 
these aluminum plants will also 
serve the company well in public 
relations. In addition to private 
showings in executive facilities 
among potential clients, McGraw 
is booking The Master Builders to 
television stations in the East and 


in such major construction areas 
as Baton Rouge, La. and Wheel- 
ing, West Virginia, near the new- 
ly-completed plant sites. 

The first half of this picture 
deals with the construction meth- 
ods and problems encountered 
during construction; the second 
half covers aluminum production 
in these modern facilities. En- 
gineering groups and schools, 
building trades suppliers and po- 
tential clients have been alerted to 
and are currently viewing the pic- 
ture. 

Behind the scenes, actual, film- 
making detail followed the “prog- 


ress of construction througi? key ~ 


stages of construction. 12 trips to 
plant sites were required over the 
three-year period and the remote 
location of the Ohio River site at 
Hannibal required private plane 
transportation into a temporary 
landing strip built by the McGraw 
organization. Because valuable 
footage was needed on various 
stages, a total of some 5,000 feet 
of color footage was acquired dur- 
ing the production schedule. A 
basic 1,000 feet makes up The 
Master Builders but unused foot- 
age will provide a valuable pro- 
duction-problem library for 
McGraw. 

The Master Builders is _ this 
sponsor’s second venture into the 
film medium. Several years ago, 
the McGraw company partici- 
pated in a Hartford, Conn., film 
titled Welcome to Hartford. This 
earlier film has been shown 112 
times on television stations in 86 
cities and is presently being dis- 
tributed abroad under the aus- 
pices of the U. S. Information 
Service. Lee 


Producer Harry Coleman (behind Arriflex camera at left) focuses in on 
McGraw company construction team studying field drawings at Burn- 
side, La., site of new aluminum plant job. See “The Master Builders.” 
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Above: focus on diesel repair for 
scene in Swick-Guth’s film 


CASE HISTORIES OF 
AND USEFUI 


CURRENT 
NEW PROGRAMS 


don and Landen Productions, Inc., 
of Santa Fe, New Mexico, takes 
the viewer through the processing 
of castings from pickup by the 
Swick-Guth trucks, to repair, test- 
ing and return. The film assures 
the client that he will receive his 
own casting because of the use of 
a method of identification stamp- 
ing and registration of individual 
parts. 


Swick-Guth Takes Plant to the Field 


Diesel Welding Specialists Show Economy of Their Method 


Sponsor: Swick-Guth Company 


TitLe: Know-How, 14° min., 
color, produced by Landon & 
Landen Productions, Inc 


The film medium is used in a 
recently produced tour of the 
facilities of the Swick-Guth Com- 
pany of McPherson, Kansas, spe- 
cialists in cast-welding of Diesel 
heads, blocks, and transmission 
cases. 

Rather than have the sales force 
just talk about how things are 
done at the home plant, Swick- 
Guth brings the operations to the 
client via film, and shows him how 
a big Diesel engine can be put 
back into operation at half the 
cost of a new replacement casting 

Know-How, a 14-minute color 
motion picture, produced by Lan- 


The film is also a help to Mid- 
west Chambers of Commerce, to 
assist in selling the idea of reloca- 
tion in their area, for it proves the 
success of a small, solid organiza- 
tion locating in a typical small 
town and yet doing business on a 
nation-wide scale. 


Arm Salesmen With Projectors 

This use of the film medium to 
show prospective clients the home 
plant facilities is a tribute to the 
over-all use of the industrial mo- 
tion picture as a sales aid and 
proof of performance backing up 
a salesman in the field. Swick- 
Guth is arming its sales force with 
the small suitcase magazine-load 
projectors, as well as sending prints 
to leading contractors and manu- 
facturers of the heavy equipment 
that they repair. iy 


Showing the Way to Deliver Phone Books 


Jersey Bell's Salesmate Slidefilm Shown to Contractors 


Sponsor: New Jersey Bell Tele- 


phone Company 


rirLe: Make More Money, 15 
min., ssf, color, produced by 
Rossmore Productions and Sell- 
ing Methods, Inc 
Directories lying beside the 

63,620,863 telephones in the 

United States are delivered by in 

dependent contractors hired to do 


Below: courtesy goes a lone way 


in delivering those phone books 


the job by 
panies. 

Knowing that an efficient de- 
liverer can make more money for 
himself and do a better job for the 
company, New Jersey Bell Tele- 
phone Company is using this new 
sound  slidefilm, state-wide, to 
show to all contractors delivering 
the 1960-1961 telephone direc- 
tories 


the telephone com- 


Stress the Simple Details 

The film goes through the job 
routine in a pleasant way, and 
concentrates hard on the simple 
mechanics: where to sign the con- 
tract-requisition, how to leave a 
directory at a door so the sub- 
scriber won't trip over it, why di- 
rectories should not be placed in 
rural mail boxes (against the law), 
when to deliver directories (week 
days, in daylight only). 

Big blow-ups of the forms used 
in directory delivery make it easy 


for contractors to see where and 
how to fill them in. 


Show on Salesmate Equipment 

Make More Money is shown to 
groups of 2 to 25 contractors at 
a time on Beseler Salesmate auto- 
matic sound slidefilm projectors. 
The projectors were especially 
modified for New Jersey Bell’s use 
to provide a larger viewing surface 
than in regular Salesmates. An 
accessory screen with a 24 inch by 
20 inch viewing area is fitted di- 
rectly on the Salesmate, and re- 
quires no alterations to the original 
equipment. me 


Above: Jersey Bell's film suggests 
that heed to traffic safety rules 
helps to get directories and the 
man safely home. . . 


Progress Report on Feeding in Space 


Armour Provides Air Foree With “Beyond the Gravisphere™ 


Sponsor: Armour and Company. 


TitLe: Beyond the Gravisphere, 
14% min., color, produced by 
Douglas Productions. 

Release prints have just been 
delivered on this latest addition to 
the United States Air Force Spon- 
sored Film Program. This docu- 
mentary account of the problems 
of feeding man in space looks 
ahead to an era of impending hu- 
man space travel. 

Progress in solving problems of 
space feeding is being made by 
Armour researchers, working with 


Alastair Cooke is the narrator of 
the fascinating science-fact film 
“Beyond the Gravisphere” just re- 
leased by Armour & Co. 


the Air Force. As William Wood 
Prince, Armour’s president, says 
in the film’s foreword sequence: 
“We are mindful that research 
in space feeding will also provide 
many benefits for the earth-bound 
appetite. The challenge is there 
for us . . . for the military and in- 
dustry alike . . . to develop new 
forms in food, new flavors in food 
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and foods we don’t even know 
about yet.” Also appearing in the 
141!%-minute color film is General 
Oliver K. Neiss, Surgeon General 
of the Air Force. 

Eating in a “weightless” condi- 
tion is just one of the many dilem- 
mas which space research must 
solve; providing food for months 
or years and attendant weight re- 
quirements are among the others. 
It takes 1,000 pounds of thrust to 
lift one pound Beyond the Gravi- 
sphere. But one man alone needs 
51% pounds of water per day, to 
say nothing of the food he con- 
sumes. 

Thus, before man can under- 
take voyages into space, science 
must find a way to “make” fresh 
water and food enroute. Air Force 
laboratories are already working 
on processes for purifying water 
and growing food, such as algae 
in a space ship. 

This fascinating “look ahead” 
into the space era was filmed in 
35mm Eastmancolor by Douglas 
Productions, Chicago. The voice 
of Alastair Cooke, American cor- 
respondent for the Manchester, 
England, GUARDIAN and widely 
known for his work as moderator 
of the “Omnibus” television pro- 
gram, adds considerable interest 
to the visually arresting scenes 
and thought-provoking content of 
this “science-fact” film. 

The Air Force will distribute 
prints throughout the Services via 
its St. Louis central library facili- 
ties. Armour and Company’s Au- 
dio-Visual Department, P. O. Box 
9222, Chicago 90, Illinois is also 
accepting free loan requests of 
Beyond the Gravisphere from in- 
dustry, schools, community group 
audiences and others interested in 
this subject. ig 
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The Ages of Time 
First Award: Educational 
Category, The National 
/ Visual Presentation Assn. 
E | rR S ad “Qutstanding” Award, 1960 
by Scholastic Magazine. 
Columbus Film Festival, 
AWARDS Certificate of Excellence 
te 1960 Awards. 
MPO PRODUCTIONS Edinburgh Film 


Festival, 1960 


—= 


Ca 


)\; 


ae 


Jr 


The Return 


Awarded the “Chris” Statuette at the 1960 Columbus 
Film Festival; “Outstanding” Award, 1960 
by Scholastic Magazine. 


Bay at the Moon 

First Award for “Public 
Relations” Motion Pictures 
by the National Visual 
Presentation Assn., 1960. 


sit telat) lA 


It’s the Picture That Counts... 


For quality production, more and more of the quality accounts are 


entrusted to MPO’s care . . . and below is a list of companies whose mo- 


tion pictures* are currently being produced by MPO: Productions, Inc. 


in NEW YORK CITY 
15 East 53rd Street 
PAN AMERICAN WORLD AIRWAYS MUrray Hill 8-7830 
SWIFT & COMPANY . 
UNITED STATES ARMY = gyre ad 
4024 Radford Avenue 
GULF OIL CORPORATION UNITED STATES RUBBER COMPANY we ati 
POplar 9-0326 
7 
in DEARBORN, MICH. 
sas ay 921 Monroe Avenue 
For detailed information regarding MPO’s Creative staff and studio facilities, write or S ; 
; CRestview 8-4412 
call Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 


CONSOLIDATED NATURAL GAS COMPANY JOHNSON & JOHNSON 

E. I. DUPONT p—E NEMOURS & COMPANY MONSANTO CHEMICAL COMPANY 
FORD DIVISION, FORD MOTOR COMPANY 
FORD MOTOR COMPANY 

GENERAL MOTORS CORPORATION 


UNITED STATES STEEL CORPORATION 
*20 to 30 minutes in length. 





HE W. T. GRaNT COMPANY has one of 
Ti most extensive and successful training 
programs in the merchandising field. 

An enthusiastic user of sound slidefilms 
since 1954, the company has regularly sup- 
plied its stores—525 in 1954, now approach- 
ing 900—with films on a great variety of 
subjects—merchandising, salesmanship, store- 
keeping, economics being just a few—and 
each Grant store now training 
library of over 70 films. 


possesses a 


All Grant stores are equipped with projec- 
tors and transcription players and once-a- 
month (or ofiener) training meetings with films 
are standard operating procedure 


Art Proves Functional Value in Training 

Since the inception of the program the films 
have undergone many changes. Originally, the 
Grant Company thought its business was so 
factual that art—even of a most representa- 
tional nature—would not be proper or effec- 
tive. All frames were photographed on the 
spot in the stores. In recent years the films 
have been prepared more and more from art. 

Seymour Zweibel Productions, the producer 
of the Grant films since 1954, has constantly 
searched (and has succeeded) in infusing 
variety in the films. Grant recognized from the 
beginning that a rigid format in style, art, nar- 
ration or music might create a creeping ennui 
in the Grant audience, so great efforts have 
been made to keep the viewers constantly “off 
balance” with new types of presentation 


Waste an Important Threat to Store Profits 

Last year, as the Grant chain passed the 
800-store mark, company officials noted that 
an important 
was waste. 


threat to profitable operation 


Small in local amounts and not consciously 
caused by Grant people, nevertheless waste, 
multiplied many times over, represented mil- 
lions of dollars of lost profit each year. Thus, 
as company operating problems regularly turn 


THIS W. T. GRANT SOUND SLIDEFILM WON A NATIONAL VISUAL 


W. T. Grants Noteworthy Slidetilm 


Aims to Cut 
Down WASTE 


up as subjects of the monthly  slidefilms, 
“Waste” became the subject of a film that has 
since turned into a “sleeper’—a_ spectacular 
slidefilm that has the Grant audience clamor- 
ing for more. 

Called Showdown at Pretty Pass, the film 
was planned from the beginning to be a “spe- 
cial” because of the importance of the subject 
and because the company wanted to test out 
personnel reaction to advanced and more 
elaborate production techniques. 

Given complete freedom by Grant, the 
Zweibel staff went through store after store to 
research the subject. It became evident that 
since waste was almost never deliberate, it 
would not be proper to point a finger at Grant 





“Showdown at Pretty Pass” Credits 
Credits for the award-winning W. T. 
Grant Company spectacular sound slide- 
film, Showdown at Pretty Pass, include: 
DiRECTION: Susan Wayne 
Art Direction: Lamartine LeGoullon 
Script: Larry Ravitz 
Music: Don Rodney 
Lyrics: Charles Fair 
RECORDING & PRESSINGS: RCA Custom 
Records, New York City 
PRINTING & PROCESSING: Manhattan 
Color Laboratory, New York 











people as wasters. Rather—to create an aware- 
ness of waste in a good-humored way would 
be the key to solution of the problem. Elabora- 
tion of the theme or pin-pointing specifics 
could best be left to each store manager's post- 
screening talk. 

To boost interest, a teaser campaign—Be 
on the lookout for this man, he may be in 
your store now”—showing “Wasteful Wally” 
—was run in the chain’s house organ, GRANT 
GaME. And when release time came, Grant 
ran a contest offering prizes of $750-500-250 
for essays on waste in connection with the film. 

Unique Style, Backed by Original Music 

Showdown at Pretty Pass has 58 frames, 
runs 10 minutes, and each frame is a carefully 
finished piece of art—in oil, not water color. 
The style is unique, and the overall effect is 
much different from the loose renderings of 
typical slidefilm art. It has an original score, 
recorded with live musicians. The story is 
simple enough. Wasteful Wally, the bad guy, 
takes over the Grant store at Pretty Pass until 
the good marshal drives him out. There are 
more than a few solid laughs and the film 
makes its point tastefully and effectively. 

The question Grant and the Zweibel organi- 
zation sought to answer was this: does the film 
make its point thoroughly enough and with 
lasting enough effect to justify the time, care 
and extra expense of this special film over a 
more typically budgeted production? 

To find out, the company turned to its 
questionnaire and rating card sent regularly to 
stores with each film. Showdown . . . received 
the highest rating of any film Grant has ever 
used. Managers were enthusiastic, Grant peo- 
ple in the stores liked the film and home office 
management people have been able to tabulate 
significant gains in the war on waste. 

With these results to show, Grant now plans 
to use “Spectacular” slidefilms as a boost to 
audience interest on a more regular basis as 
the subject matter warrants. yy 
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"...28 minutes after I flip this switch, 
I can count on 25% of my audience becoming buyers” 


““We like to imagine the sound of switches click- 
ing among our ‘fleet’ of Kodak Pageant Pro- 
jectors. For with every click, we know this 28- 
minute movie will open another portion of the 
400,000 sales leads we expect from it this year.” 

These are the words of sales genius Herman 
Perl, Chairman of the Board of Charlex Realty 
Corp., Newark, N. J., selling agents for General 
Development Corp., developers of huge Port 
Charlotte, Florida, homes and sites. 

“A convincing film is a formula for sales suc- 
cess,” says Mr. Perl. “From experience, we 
know films sell. Any of our salesmen can show 
our Port Charlotte film to anyone, anywhere, at 
any time, and produce leads. And because it’s 
filmed, the presentation is never diluted, always 
perfectly duplicated, always successfully the 


same, whether shown in Bangor or Kokomo. 

“This film program gives us another bonus: 
an enthusiastic sales force. Salesmen know that 
to show it means to sell it. So they eagerly pack 
equipment and show it. We are careful that the 
equipment we give them guarantees a smooth- 
running performance.” 

Mr. Perl’s firm owns 60 Kodak Pageant Sound 
Projectors. They have made approximately 6000 
showings in the first half of 1960 without a single 
projector mishap. 

“Our salesmen aren’t mechanics,” Mr. Perl 
continues. “Their projectors must be easy to set 
up and operate, without a hitch. They must 
have a projector that doesn’t get in the way of 
their presentation. And these Kodak Pageants 
fit the bill.” 


If you would like full details about Kodak 
Pageant 16mm Sound Projectors, tear out the 
coupon and mail it today. 


EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N. Y. 


| 

| 
Please send me, without obligation, folder V3-22 de- | 
scribing Kodak Pageant 16mm Sound Projectors in detail. | 
| 

| 

| 

| 

| 


NAME__ 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 
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Charlie Higgins points to prob- 
lem in “It’s Time to Take Stock.” 


Jounson & JOHNSON: 
(CONTINUED FROM PAGE 41) 
poorly planned stockrooms, can 
quickly be converted into produc- 
tive selling time. 

Two Biggest Cost Items 

Thus, the new program deals 
with the druggists’ biggest capital 
investment (his stock inventory) 
and his biggest operating expendi- 
ture ' (payroll). 

Mr. Sawyer reports that to in- 
sure industry-wide circulation of 
the program, the motion picture 
It's Time To Take Stock, which 
dramatically portrays these themes, 
is showing at state, regional and 
local association meetings. The en- 
tire program, brought up to date 
and integrated into an easy-to-use 
package, is being brought directly 
to the retail pharmacist by John- 
son & Johnson representatives. 

Tested Ways to Meet Goals 

Johnson & Johnson’s Executive 
Vice-President, Robert W. John- 
son, Jr., in announcing the pro- 
gram, further added, “Thousands 
of retail druggists have been helped 
by our previous modernization 
programs and we have every hope 
that the new one will be equally 
rewarding. Like the others, it 
offers concrete objectives and 
tested inexpensive means to ac- 
complish them.” 

An interesting sidelight on the 
motion picture is the re-appear- 
ance of Charlie Higgins, the 
pharmacist, who made his first 
appearance in Design for Selling 

This helps to maintain the high 
degree of identification which was 
established in the program’s ear- 
lier filmed presentations. 

Mr. Sawyer reports that the 
quality of the motivational motion 
pictures produced by the Strauss 
organization has been as important 
to the success of the programs as 
has the printed “how-to” materials 
and the research that went into 
them. i) 

* * * 
Announce Rail Film Awards 

Entry blanks for the “Golden 
Spike” awards to best railroad 
films may be obtained from the 
Assn. of American Railroads, 
Transportation Bldg., Wash., D.C. 


“New Sound America Loves Best” as 


Stereo & Slides Dramatize RCA Records 


Lang-Cole-Dietz Develops Unique 90-Minute Sales Program 


SLIDE SHOW with a stereo 
switch was shown last month 

by RCA Victor Records, which 
demonstrated its New Sound 
America Loves Best, Best Buy 
Albums, for 1960 to wholesaler 
meetings in New York, Chicago, 
San Francisco and New Orleans. 
The stereophonic slide presen- 
tation was developed for RCA by 
Lang-Cole-Dietz Corporation, 
New York, to dramatize 23 com- 
pletely different record albums, 
representing approximately 24 
hours of music, within a span of 
90 minutes, leaving time for the 
“live” sales and advertising story. 
The presentation was packaged so 
that two teams of RCA Victor ex- 
ecutives could take the show to 


the four distributor meetings with- 
in the space of one week. 

To prepare themselves for the 
sales presentation, RCA Victor 
executives George R. Marek, Vice 
President and General Manager 
of the RCA Victor Record Divi- 
sion; Robert L. Yorke, Vice Pres- 
ident, Commercial Records Crea- 
tion Department; John Y. Bur- 
gess, Jr., Manager, Commercial 
Sales and Merchandising Depart- 
ment; Ray Clarke, Manager, 
Planning and Merchandising, 
Camden Records; William I. 
Alexander, Manager, Advertising 
and Promotion, held 36 hours of 
rehearsal with LCD people. 

Slides were chosen to do the 
visual job because of their flexi- 


Scratches on Film 





Irritate Audiences 


Scratches are havens for dirt, and 
refract light improperly. On the 
screen, they mar the picture and may 
distract attention. If on the sound 
track, they produce offensive crackling. 


Fortunately, scratches can almost 
always be removed — without loss 
of light, density, color quality, 
sound quality, or sharpness. 


Write for brochure 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


BUSINESS 


bility. They could easily accom- 
modate last-minute changes and 
could include 4-color ads which 
did not come off the proof presses 
until two days before the date of 
the first jobber meeting. 

385 Slides in 90 Minutes 

Over 500 slides were shot and 
prepared and edited down to 385 
for the 90-minute presentation to 
dramatize visually the stereophonic 
qualities of the records. This re- 
quired split-second timing both on 
the part of the executives who 
were conducting the sales presen- 
tation and the operators working 
the slide projectors. 

One technique used in “selling 
music through the eye” was to 
fragment the pictures of the al- 
bum covers so that the eye of the 
viewer received only a_ partial 
story, while the music selection 
gave the total impression. A split 
second later the visual picture re- 
lating to that album was flashed 
on the screen. 


Good Eye & Ear Technique 


In this technique, the ear led 
the eye and pointed up the impor- 
tance of the stereophonic music 
which was being played. 

In some parts of the presenta- 
tion the eye and ear impressions 
were coordinated and then sud- 
denly the screen would go blank 
while the stereophonic music 
would carry on and emphasize the 
audio part of the story. 

In other sections, the stereo- 
phonic music was played before 
the slide was flashed on _ the 
screen. At times the screen re- 
mained passive so that the music 
could capture the audience’s at- 
tention. 


3-Minute Segments of Music 

RCA Victor Records sent 
Lang-Cole-Dietz what it con- 
sidered to be the most representa- 
tive three minutes of music on 
each album. From this three min- 
utes the most effective and repre- 
sentative 30 seconds were chosen 
for a fast demonstration excerpt. 
The audience was supposed to eas- 
ily recognize the music and get a 
full impression of the character of 
the album. 

Joseph Cole worked with mu- 
sic editor Pat Ciricillo to select 
the music and sequence the pro- 
gram. Ciricillo not only had to 
balance fast music with slow mu- 
sic, instrumental music with vo- 
cal music, and to make sure that 
the transition from one record to 
another flowed smoothly, but had 
to make the transition from classi- 
cal music to popular music seem 
natural. 

For example, the classical part 
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of the presentation ended with 
The Anvil Chorus, and, without 
a lost beat, it blended into a pop 
tune played by the world’s biggest 
carillon on another new album of 
“sound” music. The end product 
combined stereo sound, actor’s 
voices, special sound effects and 
the live voices of the RCA Victor 
executives. 

Herbert Dietz, LCD Produc- 
tion head, supervised the project, 
and Joseph Cole wrote the script 
and planned the visual design. 


* * a 


Film Great Lakes Commercial 
Fisheries for Interior Dept. 

The Great Lakes and how they 
support the commercial fishing in- 
dustry is the story now before the 
lenses at Craven Film Corpora- 
tion of New York City. Producing 
a film on Great Lakes fishing ac- 
tivity for the Department of the 
Interior will involve Craven in a 
shooting schedule extending more 
than a year because of the sea- 
sonal nature of the subject. 

The picture is being sponsored 
by the Outboard Marine Corpora- 
tion and will be a sound-color 
production. The film will be dis- 
tributed by the Bureau of Com- 
mercial Fisheries, Fish and Wild- 
life Service. This is the second 
commercial fisheries film pro- 
duced by the Bureau and spon- 
sored by Outboard Marine as part 
of the Bureau’s policy of work- 
ing cooperatively with industry in 
the production of educational 
films. 

The first, Outboard Fisherman 
USA, received awards at the Edin- 
burgh, Scotland, Film Festival in 
1956. Two additional films more 
recently produced by the Bureau 
were exhibited at the Columbus, 
Ohio, Film Festival and received 
the Chris Awards from the Film 
Council of Greater Columbus. 
These were, Salmon—Catch to 
Can, sponsored by the Canned 
Salmon Institute, and Outdoor 


Fish Cookery, a Bureau-financed 
production. i 
ak * *« 

YMCA Recruits Secretaries 
With Color Sound Slidefilm 

A new sound slidefilm, in color, 
interpreting professional careers 
in the Young Men’s Christian As- 
sociation, has recently been com- 
pleted for the YMCA’s National 
Personnel Services Committee on 


Recruiting by Filmfax Produc- 
tions, Inc. 
Titled Your Most Important 


Day, the film will be used as a 
counseling tool with YMCA 
groups of all kinds. It suggests 


Yr 


YOUR 
most * 
IMPORTANT DAY 


that a YMCA secretaryship is a 
career worthy of much considera- 
tion. 

Questions raised and _inter- 
preted by the film are: (1) “What 
is my life’s work to be?” (2) “Can 
I qualify?” (3) “What education 
and training are required?” and 
(4) “What is my future in the ca- 
reer that I choose?” 

Your Most Important Day is 
intended primarily for high school 
seniors and college students 
though it may be used with vary- 
ing degrees of effectiveness with 
younger and older groups. 

Local Associations and other 
interested groups can _ purchase 
Your Most Important Day for 
$10 per print, prepaid. The price 
includes the 60-frame filmstrip 
and 15-minute recording, and an 
instruction manual. This mini- 





mum purchase price was made 
possible by a YMCA National 
Board grant to develop and pro- 
duce the film. Prints are available 
directly from Filmfax Productions. 
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The th Annual y 4X 
UDIO- 
yu 


EXHIBITION 


An exhibition of current audio-visual equipment, techniques and 
services in industry and education for conducting training and sales 
meetings, visual presentations, advertising promotions, etc. A special 
exhibit on equipment and application of Closed Circuit Television. 
An extensive lecture program as well as continuous showings of out- 
standing films presented daily for . . . 


FILM PRODUCERS © ADVERTISING MANAGERS 
SALES EXECUTIVES © TRAINING DIRECTORS 
A-V DIRECTORS © PRODUCTION MANAGERS 


to be held at the 


TRADE SHOW BUILDING © NEW YORK CITY 


500 Eighth Avenue at 35th Street 
A FEW HIGHLIGHTS OF THE PROGRAM 


Monday, October 10th 


3:00 P.M. “The Photographer in 
Space”—a presentation of the 
relationship and importance of 
the photographer and photog- 
raphy to our missile and space 
exploration programs, presented 
by a Space Team of Experts 
and moderated by Joseph H. 
Snyder. Featuring Carly N. 
Brewster, Chief Photographic 
Coordinator, Air Force Ballistic 
Missile Projects, Cape Canaver- 
al on “The Camera as a Re- 
search Instrument” and Major 12:00 Noon. Production Workshop 
James F. Reid, Chief Com- & Luncheon. Meeting of the 
munity Relations, Office of In- Radio and Television Execu- 
formation, Air Force Missile tives Society “For Prophets and 
Test Center, Patrick Air Force Profits—Educational TV.” 
Base on “The Air Force Missile 

Thursday, October 13th 


Test Center”; and Joseph H. 
3:00 P.M. Symposium: “What 8mm 


Snyder, President, Color Cor- 
poration of America, on “The Can Do for Business & Indus- 
try.” 


Space Age Challenge to the 

Professional Photographer and F J 

the Color Photographic Indus- An illustrated round-up of the 
potentialities of Smm_ sound 

motion pictures as a significant 


try.” 

new tool for profits. Character- 
istics of 8mm sound .. . lab- 
oratory and print problems as 
well as procedures .. . fore- 
casts of possible future of 8mm 


niques—Here & Abroad” by 
Hudson Faussett, former Pro- 
ducer-Director of the National 
Broadcasting Company, Judge 
on the International Jury. 

(c) Showing of television com- 
mercials. 


Wednesday, October 12th 


10:00 A.M. (full day). A Consulta- 
tion Clinic presented by the 
Metropolitan New York Audio- 
Visual Association. 


Tuesday, October 11th 


3:00 P.M. Presentation of the 
prize-winning films and _ tele- 
vision commercials from the 7th 
International Advertising Film 


Festival in Venice, June, 1960: ay - actual demonstra- 
(a) Seewng ef Gestze com- MODERATOR: John Flory, 
mercials. 


Advisor on Non-Theatrical 


(b) “Commercial Film Tech- 


Films, Eastman Kodak Co. 





for further details and guest admission tickets contact. . . 


INDUSTRIAL EXHIBITIONS, INC. 


17 East 45th Street «- New York 17, N. Y. 
































Fallout Shelter Economical, 
Says “Walt” in New Picture 

Walt, the handyman from the 
popular television program, 
“Walt’s Workshop,” is the star of 
a new film of very practical value 
entitled Walt Builds a Family Fall- 
out Shelter. Produced by the Na- 
tional Concrete Masonry Associa- 
tion, with technical assistance by 
the Office of Civil and Defense 
Mobilization, the film is designed 
to show the economy now possible 
in fallout shelter construction, and 
points out that defense from radio- 
activity is well within the limits of 
the average family income. 

Step-by-step building methods 
are presented in the 16mm, b/w, 
28-minute film. The shelter, set in 
the basement of a typical house, 
takes advantage of initial meas- 
ures already included in the origi- 
nal construction of the house 
Built of solid concrete masonry 
blocks, the shelter meets the re- 
quirements of the OCDM for ade- 
quate protection against atomic 
fallout as well as natural disaster 

Another appealing aspect which 
the film portrays is the shelter’s 
attractive potential for everyday 
family use. Without losing sight of 
the more serious reasons for shel- 
ter construction, the movie depicts 
the room’s happy possibilities as 
an extra bedroom, family hide- 
away, hi-fi haven, or for whatever 
purpose the owner may choose to 
use it 

Walt Durbahn, the star, enacts 
his role with down-to-earth realism 
and the friendly warmth of “the 
man next door,” much as he did 
in his long-running TV program 
In a closing message, Governor 
Leo A. Hoegh, Director, Office of 
Civil and Defense Mobilization, 
re-emphasizes the urgent 
sity for immediate action in im- 
plementing wide-spread fallout 
shelter construction if our nation 
is to be adequately prepared in 
event of atomic warfare 

his film is suited for civic and 
club groups, schools, building 
trades meetings, TV and theater 
showings. Arrangements for show 
ing the film can be made through 
most concrete block producers in 
the United States and Canada. 


. * * 


neces- 


TV Program on Dr. Dooley’s 
Cancer Treatment Now on 16mm 
Biography of a the 
“CBS Reports” program which 
follows the treatment and progress 
of the well-known cancer patient, 
Dr. Thomas Dooley, will be put 
into 16mm _ non-theatrical, non- 
television distribution by Carousel 
Films, Inc., it has been announced 
by Murray Benson, Director 


Cancer 
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of Licensing for CBS Films Inc., 
and David Dash, President of 
Carousel. 

The program, which received 
rave critical notices when it was 
first shown on the CBS Television 
Network last April, will be offered 
to schools, universities, colleges, 
public health agencies and medi- 
cal societies starting in August. 
Mr. Dash reports that individual 
chapters of the American Cancer 
Society have already shown much 
interest in acquiring prints of the 
film 

CBS News 
Howard 


Correspondent 
K. Smith is narrator of 


this report on the disease which is 
our nation’s number two killer 
(heart ailments are first), and the 
prime fatal disease of children up 
to the age of 14, according to the 
American Cancer Society. 

Dr. Dooley, 32, who has dedi- 
cated his life to medical work 
among the natives of Laos, inter- 
rupted his activities there to un- 
dergo surgery in New York. A 
lump previously removed from his 
side in Laos had been found can- 
cerous. Biography of a Cancer 
shows the two operations per- 
formed on Dr. Dooley at New 
York’s Memorial Cancer Center 
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as well as his post-operative 
therapy. 
*” * * 


New Film Shows How Industry 
Uses Polyurethane Plastics 

The extensive use of the poly- 
urethane plastics and the impact 
they have had on modern mate- 
rial technology are dramatically 
portrayed in a new motion pic- 
ture just released for industrial 
showings and television. 

Highway to The Moon, a 25- 
minute color motion picture 
showing the current applications 
and potential uses of Stafoam 
polyurethanes was made _ by 
American Latex Products Cor- 
poration and its parent company, 
The Dayco Corporation. The 
16mm film, written and produced 
by Raymond E. Wallace Adver- 
tising, Inc., of Palos Verdes, Cali- 
fornia, gives the full story of the 
limitless ways new ‘Stafoam” 
urethanes can be utilized in every 
type of industry. 

Much of the film was photo- 
graphed at the Freedlander Lab- 
oratories, Hawthorne, California, 
leading center for urethane re- 
search and development. Also in- 
cluded are dramatic location 
scenes photographed on the 
launching pads at Vandenburg 
Air Force Base, Los Angeles Har- 
bor, inside a modern jet liner, in 
the interior of a prototype space 
ship, and other sites where there 
are urethane applications. 

The film shows how varied for- 
mulations of Stafoam urethanes 
are used in cushioning, packaging, 
insulation, product fabrication, 
filtration, sprayed coatings, car- 
pet underlay, shock padding, etc. 

Companies who wish to have 
design and engineering personnel 
view Highway to The Moon 
should contact American Latex 
Products Corp., 3341 West El 
Segundo Blvd., Hawthorne, Cal. 


% * a 


Successful Adult Workshop 
Methods Told in Short Film 


The Department of Visual 
Communication of the University 
of California has filmed an actual 
workshop meeting to show ex- 
actly what goes into the creation 
of a successful workshop from the 
very first planning stages to the 
final evaluation of results achieved. 

The Workshop Process, 16mm 
sound b/w, portrays the workshop 
in action as a tool for effective 
teaching of adults. Steps prescribed 
in the film include pre-planning, 
staff training, tangible outcome, in- 
tangible outcome, and evaluation. 
All the factors involved in setting 


BUSINESS SCREEN MAGAZINE 





up a workshop are contained in 
the film. 

The 8-minute film is available 
from the University of California 
Extension, Los Angeles 24, Cali- 
fornia, on a rental basis, or for 
purchase at $55.00. a 

* * * 
Teen-Age Wrestling Skills 
Shown in New Bell 16mm Picture 

Ready Wrestle!, a new, 
16mm_ black-and-white film on 
amateur wrestling, is available for 
showings to schools, community 
organizations and other groups. 

Produced by Illinois Bell Tele- 
phone Company as a public serv- 
ice, the film is designed to create 
better understanding of the “fast- 
est-growing high school sport.” 
Narrator is Jack Drees, well- 
known radio-teevee sportscaster. 

The “plot” unfolds through the 
personal experience of a 98-pound 
high school boy, who found his 
sports opportunity in wrestling. He 
discovered that the sport offered 
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him the chance to become 


athlete. 

The viewer sees his school 
wrestling as a contest of strategy, 
speed, strength and skill. Various 
mat positions, illegal holds and 
safety measures are explained. 
John W. Fitzgerald, wrestling 
coach at Reavis High School, Oak 
Lawn, Ill., where the film was 
made, served as technical advisor 
and also took part in the film. 

“We hope this film will help 
parents and teachers develop re- 
sponsible future citizens,” an Illi- 
nois Bell spokesman said. School 


an 


Shooting scene for Illinois Bell’s 
new film on amateur wrestling. 


officials and coaches believe Read) 

Wrestle! will encourage 
youngsters, regardless of their abil- 
ity and physique, to participate in 
a physical training program. 

Although the 20-minute film 
has been in distribution only three 
months, requests for showing it 
have come from coaches and 
groups in 14 states and Canada. 
There have been more than 130 
showings to date, with a total 
audience of 13,000. Some 32 
high schools and six colleges have 
shown it, in addition to several 
industrial and veterans’ groups. 

Requests for the film may be 
made through local IBT business 
offices. Ld 

* cs * 
Castle Releases 25 Films 
in 8mm Magnetic Sound Series 

Castle Films has recently re- 
leased 8mm sound-on-film editions 
of 25 best-selling home movies 
from its current catalog, for use 
with the new 8mm magnetic sound 
projectors, according to Murray 
Goodman, vice president of the 
firm. 

All new releases are available 
for the first time in both 8mm 
silent and sound editions, the 
latter possessing all the profes- 
sional recording effects of 16mm. 
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. . . Owners of 
Arriflex, B & H, Bolex and 
Cine Special Cameras Can 
Shoot with Both Eyes Open 


Optically and mechanically precision 
engineered to the exacting standards 
of the motion picture industry require- 
ments. An engraved aperture outline, 
with crosshairs in the center, shows the 
field of the standard 25mm lens for 
16mm cameras. A border outside the 
actual picture area allows for anticipa- 
tion of incoming scenes. A secondary 
magnifying lens gives an enlarged 
view. Mattes are provided for lenses 
of longer focal length and an auxil- 
iary lens is used to cover the 15mm 
wide angle field. 


e Large brilliant full upright image cor- 
rected from right to left. Apparent 
image 2” x 3” 


Smooth precision focus control from 
two feet to infinity. Accurate parallax 
control calibrated on an engraved 
scale. 


Instant action positive lock contro! 
allows use between two or more 
cameras. 
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meena can be anything. It 
can be happy, sad, or indif- 
ferent. It can be time standing still; 
it can capture the attention and 
hold it through an abstraction of 
reality which never need strike 
too close to home to be threaten- 
ing. The viewer can feel toward 
an animated character much as he 
does toward Chaplin—who never 
looked too much like anyone we 
knew (and most assuredly not 
like ourselves), yet with whom 
everyone could identify as a kind 
of “Everyman.” 

We're all kids when it comes to 
animation. I mean this not in 
terms of intellect or maturity but 
rather in terms of emotional free- 
dom and lack of inhibition. 

If someone shows us an un- 
familiar shape in live action and 
tells us it is a small boy swap- 
ping bubble gum cards, we are in- 
deed skeptical. If we hear a sound 
of thunder on a radio and are told 
it represents a brief solo by the 
first piccolo player of the New 
York Philharmonic, our sophisti- 
cation does not permit us to be- 
lieve it. 


\ Limitless Field for Ideas 


But our imagination can run 
rampant and our social inhibitions 
become flexible in a medium 
which is not restricted to depict- 
ing reality. When a strange inde- 
finable drawing says, “I’m dirt,” 
he is dirt; when a man loses 40 
years in two frames and regains 
them in the same amount of time, 
we are not jolted, we do not think, 
“How unnatural.” 

It is unfortunate in the face of 
this unlimited creative market 
place that so much animation is 
produced as radio with pictures or 
as live action in line drawing. 

By radio with pictures | mean 
those television commercials 
which are just as effective when 
the viewer listens with his eyes 
closed. Live action in line draw- 
ing refers to commercials in which 
an attempt is made to animate a 
realistic character, almost invari- 
ably resulting in a spot which 
would have looked better in live 
action. Neither approach makes 
proper use of the medium. 


Have Faith in Your Work 
Many of us are in need of grati- 
fication beyond that of material 
success. However, doing the best 
possible job and deriving pleas- 
ure from it requires conviction. If 
an idea is radical but will do the 
job effectively, it should not be 
sold apologetically, but with con- 
*Adapted from a talk given by Mr. Coope 


before the Florman & Babb Animation Film 
Seminar June 1960 


© VIEWPOINT © 


The Creative Man Looks at Animation 
by Peter H. Cooper* 


viction. If a client-conceived script 
or storyboard is badly conceived 
and will not produce a good spot, 
the client must be informed of 
this. 

It is a function and an obliga- 
tion on the part of the producer 
to bring to each job not merely 
his technical skills and services, 
but creative thinking aimed to- 
ward a goal in common with his 
clients: the most effective film. 

And who is better equipped to 
conceive, stage, and design an 
animated film utilizing every- 
thing the medium has to offer but 
a person who spends 50 weeks 
out of every year doing nothing 
else? 


“keg 


Advertising has no right, in my 
opinion, to set itself apart from 
entertainment when it comes to 
public responsibility. 

Television shows, whether 
drama, comedy, quiz shows or va- 
riety shows are not produced be- 
cause someone is simply dying to 
express himself. 

Films for television or theatre 
are not produced in order to bring 
a little diversionary sunshine into 
our lives. They are produced in 
order to make money. Money is 
spent on their production in order 
to make more money. Money is 
spent on advertising in order to 
make more money. 

If we are to assume that the 
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Lawrence staffer, Cooper 
makers of public entertainment 
have a responsibility toward the 
public and it would appear 
that we do make this assumption 

then so do the creators of 
public advertising bear a similar 
responsibility. 

This responsibility goes beyond 
the letter of the law. The adver- 
tiser owes the public who buys his 
product more than the legal prom- 
ise that what he is saying about 
his product is more or less true. 

The very fact of our being alive 
makes us want to do something 
with our lives. We could all vege- 
tate, we could do no more than is 
necessary for minimum 
nance—but we do more. 


suste- 


x * * 
TV ... “a Playground for Fads” 

Television, not unlike the rest 
of our culture, is a playground for 
fads. Every evening a viewer can 
see four or five different spots in 
which still photographs are jostled 
violently around the screen. 

There are batches of commer- 
cials in which stiff cut-outs pan in 
and out of sight. 

There are advertisers who for 
years have found it necessary to 
make sales points by supplement- 
ing with super-imposed titles that 
which is already being made quite 
clear by an announcer and an ac- 
companying visual demonstration. 

In addition, one must not for- 
get the old sparkle and twinkle 
school which clings to the belief 
that the ultimate in animation is 
achieved when the product is sur- 
rounded by a flashing galaxy. 

Animation has a long way to 
go; it is hardly being tapped. It 
will only develop toward its po- 
tential when the people who pay 
for it are willing to get the most 
for their money; when the people 
who pay for it are willing to let 
experts do their jobs as_ they 
would like to do them; when the 
people who pay for it assume a 
genuine attitude or responsibility 
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toward their consumer public, an 
awareness of and a desire to fur- 
ther the growing sophistication of 
this public. 

As does every art, animation 
depends for growth and progress 
on creative freedom. 


* * * 


Wholesale Drug Association 
Slidefilms for Pharmacists 

A sound slidefilm that tells what 
people think of druggists is one 
of six titles currently available 
from the National Wholesale 
Druggists’ Association. Other sub- 
jects range from animal health 
products to increasing prescription 
business. 

Your Customers Are Talking 
About You is based on a two-part 
survey, “The American Housewife 
and Her Drug Store” and “The 
American Drug Store, Its Image, 
Use and Function,” made by 
Social Service, Inc., and J. Walter 
Thompson Advertising Agency for 
the NWDA. The color slidefilm 
tells what people said about the 
retail drug field in the nationwide 
survey and how the retail druggist 
can benefit from what was said 
about him. 

To Your Good Health is a color 
slidefilm about the progress made 
up-to-date by the Health Team. 
Its running time is 15 minutes. 

Profits on the Hoof shows that 


animal health products can be 
profitable. Facts and figures are 
presented. The running time of 


this color slidefilm is 12 minutes. 

Opportunities Up Front, an- 
other color slidefilm, shows how 
alert pharmacists throughout 
America have increased “up front” 
business. Running time, 15 min- 
utes. 

Teamwork Pays is designed to 
show the tremendous growth pre- 
dicted for the retail pharmacist 
and how this growth is dependent 
upon cooperation among the re- 
tailer, wholesaler, and manufac- 
turer. 

Do You Fill Subscriptions Here? 
can be shown in 26 minutes. This 
color slidefilm shows how to in- 
crease prescription business by 
four a day. It tells why some 
prescription business is lost and 
shows what to do about it. 

For further information contact 
the National Wholesale Druggists’ 
Association, 60 East 42nd St., 
New York 17, N.Y. Ly 

* * Ba 
Airlines and the Film 

A special section of the next 
issue of BUSINESS SCREEN features 
films of the world’s leading airlines. 
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Conservation Foundation Has 
a New 70-Page Film Catalog 

A new catalog of films on con- 
servation has just been issued by 
the Audio-Visual Department of 
The Conservation Foundation. 

Titled A Critical Index of Films 
and Filmstrips in Conservation, 
the 70-page catalog lists and eval- 
uates some 70 selected films or 
series of films that have been 
viewed by the Foundation’s staff. 

In Part II three teachers, Dor- 
othy M. Curtis, Eckstein Junior 
High School, Seattle, Washington; 
Newton G. Sprague, Indianapolis 
Public Schools; and Edward Vic- 
tor, Northwestern University, have 
selected their own lists of the 
most effective films on conserva- 
tion. 

Names and addresses of film 
distributors, filmstrip distributors 
and U.S. Dept. of Agriculture Film 
Rental Libraries are given in Part 
III. Copies of the catalog are 
available free to interested groups 
and individuals from The Conser- 
vation Foundation, 30 East 40th 
Street, N. Y. By 


* * cd 


H. M. Ch’en Opens Technical 
Service Shop for Producers 

H. M. Ch’en has established a 
new firm offering technical produc- 
tion services to producers at 245 
West 55th Street, New York. Mr. 
Ch’en was formerly Technical 
Director of Color tech Corp. & 
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In 1960, Victor Animatograph Celebrates .. . 


Fifty Years of Progress in Projection 


F" ry YEARS in any industry will 
show advancements and im- 
provements, but the past fifty years 
in the audio-visual field are marked 
by a phenomenal growth and ex- 
pansion. Take a look back to 
1910, when Victor Animatograph 
Corporation was established in 
Davenport lowa. 

At that time, the existing motion 
picture film was inflammable and 
suitable for use only in the fire- 
proof projection booths of theaters. 
There was no separate standard for 
nontheatrical motion pictures. 

In 1910, sound-on-film had not 
been conceived, and portable pro- 
jection equipment simple enough 
for anyone to operate easily and 
safely did not exist. Who would 


7 


~~ 
1910: Véictor’s first 
used transparency 


Stereotrope, 


product, disc. 


have imagined that within half a 
century there would be available 
some 19,000 nontheatrical 16mm 
sound films and the equipment for 
showing them to audiences through- 
out the world. 

In that beginning year, the Vic- 
tor organization was concerned 
with production of still picture pro- 
jectors and slides. But the chief 
interest and objective of the com- 
pany’s founder, Alexander Victor, 
was in motion pictures—for use 
in education, business, religion and 
other nontheatrical applications. 

By 1918 Victor had succeeded 
in helping to establish a separate 
exclusive standard of safety (ace- 
tate base) film-—28mm. for non- 


28mm Cinema Projector, 
first to use 


1918: 


acetate film stock. 


theatrical use. Victor's Safety 
Cinema 28mm projector was in- 
troduced in that year, and 28mm 
was the first standard adopted by 
the Society of Motion Picture En- 
gineers. 

This standard marked the real 
beginning of the nontheatrical 
motion picture field. Five years 
later, in 1923, Eastman Kodak 
Company produced the first 16mm 
reversible film—more economical 


Model 1 Projector, 1923: first 
16mm projector using acetate film. 


and practical than 28mm—and 
Victor introduced the first 16mm 
projector and camera in August of 
the same year. 

During the early years of 16mm 
silent film history, two Victor in- 
ventions contributed greatly to 
progress. One was the develop- 
ment of a continuous reduction 
printer for reproducing 35mm 
productions on 28mm or 16mm 
film. The other was a device to 
prevent damage to film during 
projection— the famous Victor 
Safety Film Trips still used today. 

By 1930 sound had come to the 
theatrical film field and Victor in- 











Sound-on-Film Projector, 1933: 
first 16mm optical sound machine. 


troduced a 16mm _ sound-on-disc 
projector, which gave way within 
three years to the first 16mm 
sound-on-film projectors. It is a 
tribute to Victor workmanship that 
25 years later a search for the ten 
oldest Victor sound-on-film pro- 
jectors still in operation turned up 


Victor’s 1960 Model 70, the com- 
pany’s latest 16mm sound unit. 
It incorporates numerous advances, 
retains time proved Victor features. 


ten models all produced during 
1933. 

Since 1957, when the entire 
Victor operation was moved from 
Davenport to Plainville, Connecti- 
cut, Victor has been a division of 
the Kalart Company, Inc. 

The newest projectors carry the 
name Kalart/Victor to symbolize 
the fact that Victor's tradition of 
fine workmanship and continual 
product improvement is being 
carried on by Kalart. 4 

cd ca * 


SMPTE Announces Publication 
Of “Control Techniques” Book 

The Society of Motion Picture 
and Television Engineers has an- 
nounced publication of a book, 
“Control Techniques in Film 
Processing.” The 181-page book, 
containing 73 illustrations, is de- 
signed for persons engaged in film 
processing in laboratories serving 
motion picture, television and the 
many specialized fields such as 
high speed and instrumentation 
photography. 

Prepared by a special subcom- 
mittee of the SMPTE’s Labora- 
tory Practice Committee and 
edited by Subcommittee Chair- 
man Walter I. Kisner, the book is 
the culmination of nearly two 
years of effort. Publication of the 
book marks the first time that the 
authoritative information which it 
contains has been assembled un- 
der one cover. The volume is ex- 
pected to serve as a guide to im- 
proved film processing in the in- 
dustry. 

Each of the 10 chapters in the 
book was written by a recognized 
specialist in some definite phase of 
film processing. It includes dis- 
cussions of the general principles 
of process control; the general as- 
pects of motion picture film proc- 
essing; mechanical evaluation and 
control; instruments for photo- 
graphic control; control strips and 
sensitometric curves; sensitome- 
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tric control of a_ standardized 
process; the chemistry of film 
processing; chemical analysis and 
control; and the economic con- 
siderations in establishing a proc- 
ess control system. 

“Control Techniques” may be 
purchased from the Society of 
Motion Picture and Television 
Engineers, 55 West 42nd Street, 
New York 36, N. Y., at a cost of 
$5.00 per single copy. A liberal 
discount will be offered to 
SMPTE members, libraries, book- 
sellers, and for large quantity or- 
ders. hy 


* * * 


Selectroslide Show Helps to 
Sell Date Gardens’ Visitors 

Slides and sound are combined 
to sell dates for E. F. Shields, 
owner of Shields’ Date Gardens, 
near Indio, Calif—thanks to 
George Sauppe, president of 
Spindler & Sauppe, projection spe- 
cialists, Los Angeles. 

It all started about 11 years ago 
when Shields asked Sauppe how 
he could dramatize the story of 
the Sex Life of the Date. Shields 
took Sauppe’s advice, purchased a 
standard Selectroslide and, being 
a photographer, made a series of 
color shots showing the growth, 
development, packing and by-pro- 
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RAPIDWELD Process for: 


e Scratch-Removal 
e Abrasions 


rapid 


e Dirt 
° “Rain” 





37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 
Send for Free Brochure, “Facts on Film Care” 
New Life For Old Film 
Long Life For New Film 












ducts of dates. These, together 
with narration in synchronized 
sound on tape, evolved into an 
entertaining, 23-minute lecture so 
that the small theater on the 
grounds of the Date Gardens plays 
to a capacity crowd for ten hours 
daily, seven days a week. 

All Shields has to do is turn the 
switch on the Selectroslide auto- 
matic slide-changing projector, and 
without any intermission the show 
goes on. 

“Thousands of people from all 
over the country come here year- 
after-year to see our _ show,” 
Shields said. “It’s the best sales- 
man we have.” Ly 


Nava’s 


(CONTINUED FROM PAGE 43 ) 


Cuicaco ConvENTION: 
come vital in meeting competi- 
tion, problems of increased costs 
of operation and personnel de- 
velopment.” 

Meeting with the Council was 
the publisher of BUSINEss SCREEN, 
O. H. Coelln, Jr., and other repre- 
sentatives of professional, tech- 
nical and industrial organizations 
and the dealer field. A new book- 
let published by the Council and 
entitled “Talk Is Not Enough” 
was introduced at the meeting 
prior to its widespread distribution 
through NAVA members. 

Mr. Coelln also served as a 
member of the Nominating Com- 
mittee for the NAVA Exhibitors’ 
organization with its chairman, 
Hy Schwartz, president of the 
Victor Animatograph Corporation, 
a division of the Kalart Company. 
Nominated to serve on the Ex- 
hibitors’ Committee and elected at 
its final convention meeting were 
Jack Britton, American Optical 
Company, representing still pro- 
jector manufacturers; Erv Nelsen, 
Coronet Films, representing film 
producers; and Robert Kreiman, 
Argus, Inc., representing related 
equipment lines, including closed- 
circuit TV apparatus. 

A unique worship service was 
the feature of the Sunday session 
on August 7th. The Terrace Ca- 
sino of the hotel was filled to 
capacity for this service, held 
under the guidance of the Rev. 
Paul G. Kiehl, who also delivered 
the sermon. His brother, the Rev. 


Dr. Erich G. Kiehl, was the litur- 


gist. 


The service was conducted in 


front of a wide screen upon which 
was illuminated a color slide of a 
beautiful altar scene; words of the 
hymns were flashed upon the 
screen as well as slides and motion 
pictures illustrating the scripture 


lessons and the sermon. ae 
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if you want the IMPACT 
of new ideas we have 
the creative hands to pro- 
duce resounding results 


. in the largest, most 





complete new facilities 






between Detroit and 


New York. 
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HOLLAND-WEGMAN PRODUCTIONS 


207 DELAWARE AVE BUFFALO 2.N. Y 











MOOD G 
Zibrary and 
TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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_. LL Talioat-tiheleme-t-1m Alen — 


FOR PRODUCERS 
* complete camera 
art service 































¢ filmographs 
e slidefilms 
e animation 


Two fully motorized 
Oxberry 35-16mm 
camera stands 





480 Lexington Avenve 
New York 17, NY 
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DuKane Corp. Elects Director, 
Announces New Product Lines 

Emile F. du Pont of Wilming- 
ton, Delaware, has been elected 
to the board of directors of the 
DuKane Corporation, St. Charles, 
Illinois, one of America’s pioneer 
electronic manufacturers (former- 
ly Operadio). This announcement 
was recently made by J. McWil- 
liams Stone, DuKane’s Chairman. 

Stone also announced a num- 
ber of new electronic products de- 
signed to increase industrial and 
educational efficiency. These in- 
clude a bantam-sized sound slide- 
film projector for person-to-per- 
son selling, nurses’ audiovisual call 
systems for hospitals, language 
laboratory equipment for the edu- 
cational market, and an improved 
line of private automatic 
phone systems. 

Mr. du Pont, great-great grand- 
son of the founder of E. I. Du- 
Pont de Nemours & Company, is 
director of DuPont's employee 
relations department, as well as a 
member of the board of directors 
and the finance committee. He 
was formerly a member of the 
board of General Motors iy 


tele- 


* at a 
Higgins Directs B&H Photo 
Products in Foreign Markets 

The appointment of Richard D 
Higgins as director of photo prod- 
uct activity for the international 
division of Bell & Howell Com- 
pany was announced by Everett 
F. Wagner, vice-president of the 
international division. 

The post is newly created; Hig- 
gins will be responsible for pro- 
viding information on the product 
needs of international markets 
and for coordinating photographic 
product planning with foreign 
subsidiaries and licensees of the 
company. In addition, he will con- 
tinue in his present position as 
marketing manager for special 
products. 

Higgins joined B&H in 1949 
to assist in establishing the com- 
pany’s microfilm manufacturing 
program. During the Korean War 
Higgins was in charge of non- 
photographic government con- 
tracts for such products as tank 
periscopes and rifle-sighting 
scopes. In 1952 he was appointed 
assistant to the vice-president of 
manufacturing, and in 1958 be- 
came marketing manager. Id 
McDonald to Chartmakers 

Donald W. McDonald, former 
group sales manager at Radio Ad- 
vertising Bureau, has joined The 
Chartmakers, _Inc., York 
sales promotion and visual pres- 


New 
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entation concern, as an account 
executive. 

Prior to RAB, Mr. McDonald 
was an account executive at Ful- 
ler & Smith & Ross. Le 

* * * 
Block to Head Transfilm- 
Caravel’s Show Division 

Bernard Block has joined 
Transfilm-Caravel Inc. as produc- 
tion supervisor in the company’s 
business programs and industrial 
shows division, it was announced 
by Joseph F. Kilmartin, vice 
president. Block was _ formerly 
with Benton & Bowles advertising 
agency as TV producer, and pro- 


STAFF APPOINTMENTS AND A-V 


INDUSTRY DEVELOPMENTS 
ducer of client sales meetings and 
new client presentations. 

For seven years prior to his 
agency association, Block was en- 
gaged in production and sales for 
radio-TV stations in the South. 
During this period he spent some 
time as an officer with the Armed 
Forces Radio Service and man- 
ager of several radio stations in 
Japan as well as layout adviser 
for proposed TV facilities in 
Tokyo. Va 

* * * 
Joins Nat‘l Screen Service 
Neil Sessa has been appointed 


animation consultant and sales 


Here’s how leading industrialists 
convey ideas successfully! 


Filmed presentations in modern industry have proven their value—for 
training, sales presentations and public relations programs. One key to 
successful use of AV materials is the screen upon which your program is 
projected. Da-Lite Projection Screens are the finest quality available— 
whether you need an Electrof*screen or a Vidiomaster 

portable tripod model. The White Magic glass- 

beaded surface permits big-picture vision with 

clarity and natural color. Da-Lite Screens with the 

new lenticular surface permit movie and slide 

presentations in rooms not completely darkened. 


Serving 2° WRITE TODAY! For 


literature and name of 
the Da-Lite franchised 
AV dealer near you 
for demonstration! 


industry 
for over 
halfa 

century! 


-\ie 


SCREEN COMPANY, INC., WARSAW, IND. 


BUSINESS 


representative of the Television 
and Industrial Films Division of 
National Screen Service Corp. 
Mr. Sessa was formerly associated 
with Film Art Studio as animation 
director. Lye 


The Lane, Cole, Dietz Team 


Lane-Cole-Dietz Cornoration 
Enters Communications Field 

Jack Lane, former Executive 
Vice President of Industrial Film 
Producers, Inc.; Joseph Cole, a 
former creative executive for Wild- 
ing in New York, as well as writer- 
producer for On Film, Inc.; and 
Herbert R. Dietz, former Execu- 
tive Producer for the Institute of 
Visual Communications, Inc. have 
formed LCD, the Lane-Cole-Dietz 
Corporation, with offices at 45 
West 46th Street, New York. 

The new company is set up to 
help achieve sales and public or 
industrial relations objectives that 
can be solved by audience-commu- 
nication programs using motion 
pictures, slides and slidefilms, vis- 
ual presentations, live meetings 
and business shows, television 
commercials and shows, closed- 
circuit television, videotape and 
other eye-ear media. 

Joseph Cole, who started as a 
writer for Wilding, Inc., in Cleve- 
land, 16 years ago, has worked 
with 80 clients on more than 200 
productions as a writer, director 
and producer. 

Herbert R. Dietz has produced 
over 200 films covering almost 
every field of business, as well as 
private and government agencies 
during the past 15 years. 

Jack Lane, LCD Vice-President 
in Charge of Sales, has been, for 
the past 26 years, in every phase 
of industrial films and _ visual 
presentations—creative sales re- 
search, writing, direction, produc- 
tions, and distribution. i 

Ook * * 
Evans to National Studios 

National Studios Inc., New 
York, has appointed Bob Evans 
to its sales staff. Mr. Evans, for- 
merly the head of his own film 
producing business, will work 
principally with advertising agen- 


cies. I 


SCREEN MAGAZINE 





CHICAGO NEWS ROUND-UP 


Stern Back at Illinois Bell 
for Special PR Assignments 

William G. Stern, who has been 
Project and Planning Supervisor 
in the Film Section, Public Rela- 
tions Department, American Tele- 
phone & Telegraph Company, is 
returning to his “home company,” 
Illinois Bell Telephone Company, 
as Public Relations Manager, Spe- 
cial Assignments. 

Mr. Stern’s A. T. & T. assign- 
ment will go to incoming Martin 
Duffy, who has been Information 
Supervisor, Films, Lectures and 
Demonstrations for Illinois Bell. & 

a ~ * 
Jam Handy Appoints Bob Hicks 
as Account Exec in Chicago 

Appointment of Robert B. 
Hicks as account executive for 
The Jam Handy Organization 
Chicago office at 230 North Michi- 
gan Avenue, is announced by 
Jamison Handy, President. Mr. 
Hicks is a native of Chicago and 
an alumnus of the University of 
Illinois. He brings with him a 
wide and diversified background in 
marketing. ig 


COMPREHENSIVE 


SERVICE 


CORPORATION 


245 W. SSTH ST. NEW YORK 19,N.Y. © TEL.: COLUMBUS 5-6767 


CALIFORNIA OFFICE 
6674 SANTA MONICA BOULEVARD « TEL 


HOLLYWOOD 2.0969 


McHugh Notes Blythe Thompson 
as Administrative Assistant 
Fenton McHugh Productions, 
Inc., Evanston, Illinois, announces 
the appointment of E. Blythe 
Thompson as an administrative 
assistant. Miss Thompson was 
previously a free-lance production 
assistant in Washington, D.C. & 


© the hs 


Wade Agency Transfers Alcott 
to Chicago Television Post 


Royal Alcott has been trans- 
ferred from the Los Angeles office 
to the Chicago headquarters of 
Wade Advertising, Inc. A former 
member of the agency’s radio-tele- 
vision department on the west 
coast, he is currently associated 
with Booth Luck in the T.V. com- 
mercial film department. a 


* co * 

Fusello Promoted at B & H 

* Michael J. Fusello has been pro- 
moted to assistant manager of 
audio-visual sales promotion at 
Bell & Howell Company, accord- 
ing to R. D. Lipson, director of 
advertising. 

Since joining the firm in 1956, 
he has been sales promotion spe- 
cialist in the depart- 
ment. His duties in- 
clude responsibility for 
planning and executing 
audio-visual advertising 
and promotional pro- 
grams. wy 

* * a 
Midwest Studios, Labs 
Negotiate New Pacts 

Leading Chicago 
film producers and 
other midwest studios 
and film laboratories 
are currently meeting 
with representatives of 
IATSE locals to nego- 
tiate 1960-61 labor 
pacts. Jack MacAlloon 
is handling the nego- 
tiations with commit- 





Send for copy of our new 


TYPE CHART ===: 


showing faces available 
for hot-stamping slide- *": 
film, motion picture and 


television titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 


tees of companies in- 
volved and representa- 
tives of unions. Le 


Press premiere of a 
new 1314-minute color 
sponsored by 
Johnson Motors, was 
announced for Thurs- 
day, September 1, in 
Chicago. New short 
was produced for the 
national marine engine 
maker by Chicago area 
producer, Dick Matt, 
on location. 4g 
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When you have a story to tell, let Campus Films tell 
it—skillfully, dramatically, persuasively. 


Call or write Nat Campus, President— 


CAMPUS FILM PRODUCTIONS, INC. 


20 East 46th Street New York 17, N. Y Phone: MUrray Hill 2-8735 


OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 


CAMART DUAL SOUND EDITOR MODEL SB 111 


Complete with optical 
sound reproduction head 
(or choice of magnetic 
sound) base plate, ampli- 
fier-speaker. Single or 
double sound. With the 
Zeiss Moviscop 16mm preci- 
sion Viewer, sharp brilliant 
2% «3% picture. 


$195.00 
89.50 
269.50 


NEW DESIGN 
q CAMART CAR FILM BIN 


TOP CLAMPS WITH RACK 


Insure a steady * Rectangular 


Construction. 
support for your Measures 30x24x12. 
newsreel camera Fits easily into corners. 
when atop a sta- Easy to view strips of 
. film 
man Wagener cor Hard vulcanized fiber 
platform. Heavy with reinforced metal 
bronze construc- 


frame. 
tion. Weatherproof. 


om $45.25 
three... $28.00 $51.75 


we CAMERA MART. 


1845 BROADWAY (at 60th St.) 


Dual Reader (without viewer) 
Zeiss Moviscop Viewer 


Special Reader Viewer Comb 


Complete bin-rack, linen bag 


With easy to roll wheels 


NEW YORK 23 - Plaza 7-6977 «~ Coble: Cameromart 








tn XS 
: 


- 


Projection booth at General Electric’s Louisville auditorium. Note the 
Arc projectors used for slide projection at sales meet- 


powerful Strong 


ings and other company presentations. 


GE’s Louisville Plant Has 
Model A-V Equipment Setup 

Reflecting the growing use of 
audio-visuals in both large and 
small business firms, the General 
Electric Company’s company au- 
ditorium at its Louisville, Ky., 
plant has one of the nation’s best- 
equipped projection booths. 

The GE booth contains modern 
equipment for wide-screen projec- 
tion of motion pictures, slidefilms, 
slides and transparencies. Follow 
spotlights provide brilliant lighting 
of live presentations and other 
activities on the auditorium stage 
Five separate Strong Arc projec- 
tors, utilizing carbon arcs as their 
light source, plus an exclusive lens 
system that eliminates “spill” and 
waste light, are used for slide pro- 
jection. 

The light source in this equip- 
ment intense that brilliant 
images can be projected without 
completely darkening the audi- 
torium, thus providing for note- 
taking during sales talks and lec- 


tures Id’ 


is SO 


* * * 


Kodak Revises Data Book On 
Slide, Filmstrip Production 


The second edition of Kodak's 
publication on the production of 
slides and filmstrips has been ex- 
tensively revised and up-dated 
regarding techniques, equipment, 
and films. 

“Photographic Production of 
Slides and Filmstrips,”” Kodak Pub- 
lication No. S-8, is aimed at the 
industrial or school photographer 
who prepares specialized slide sets 
and filmstrips with only available 
equipment and materials. 

Instructions and illustrations in 
the booklet cover the use of a story 
board in planning and scheduling 
the production, an outline of pro- 
cedures for a color or b/w slide 
sequence or filmstrip, actual pro- 
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Lighting: Arcs—|ncandescents 
—S pots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Cameras: 16mm & 35mm—Sound 
(Single or Double System)—Silent 
peed 


—Hi-S 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paral|le|s— 
Goboes—Other Grip accessories 


Dollies: Crab—Western—Portable 
Panoram—Cranes 


Generators: Portable—Truck 
Mounted 


Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 

Television: Closed Circuit TV 


O'hare Camera Car: 


CECO—Trademark of Camera 
Equipment CO. 





terms 
mechanical aids, camera, lighting, 


titles and charts, film, exposure, 
processing, and quantity produc- 
tion. 

Additional sections give plans 
and instructions on making a copy- 
ing stand for a camera, and data 
sheets on the Kodak b/w and color 
films most useful in productions 
of this type. 

“Photographic Production of 
Slides and Filmstrips” sells for 
fifty cents and is available through 
Kodak dealers. hy 

a us 1 
Genarce Catalog Features New 
Models, Brighter Projection 

Genarco Inc., manufacturers 
of 3,000 watt Slide Projectors for 
displays and presentations, an- 
nounces a new Audio-Visual 
Equipment Catalog +306. Fea- 
ture of the catalog is several new 
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Cameras 


Accessories 


More professionals deal with 

CECO more often! Why? Because 
CECco has anything and everything 
they need for Motion Picture 

and TV Production ready on a 
moment’s notice. Everything from 
an Arc to a midget spot. 


And remember, you boys who are 
‘headin’ South’”’, CEco’s 

Florida office is fully prepared to 
handle your every equipment 
rental requirement. 


Branch: 


CAMERA EQUIPMENT CO., INC. OF FLORIDA 
1335 East 10th Avenue « Hialeah, Florida 





SALES - SERVICE - RENTALS 


FRANK ¢ UCKER 


Cy AMERR EQuiemen Galle 


Department S-65, 315 West 43rd Street, New York 36, 
New York © JUdson 6-1420 


Gentlemen: 


Please rush me your FREE complete catalogue of Rental 
Equipment. 





Firm 





Street. 


City 
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Zone. State. 
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Reet eee eee eeeeee 


in the Genarco line of 
projectors used for industrial 
shows, very large auditoriums, 
projection of giant images indoor 
and outdoor for advertising; the 
new models project 6,000 lumens 
on the screen whereas previous 
models projected only 4,000 lu- 
mens with the same 3,000 watt 
lamp. For your copy write Ge- 
narco Inc., 97-04 Sutphin Blvd., 
Jamaica 35, N. Y., ask for cata- 
log 7306. Mention BUSINESS 
SCREEN. i 


models 


* * * 


Auxiliary Target Finder Aids 

In Long-Range Photo Tracking 

*& In industrial, sports, wild life, 
military, and missile motion pic- 
ture photography, long focal 
length lenses are used to get large 
image sizes at long range. Since 
the field of view of such lenses is 
extremely small, it is often diffi- 
cult to “find” small fast moving 
objects in the camera viewfinder. 

To facilitate this, an Auxiliary 
Target Finder for Arriflex cam- 
eras, a “natural” for long range 
tracking, is now available from 
Arriflex Corporation of America, 
New York. The design of the in- 
strument is such that the camera- 
man sees a bright clear reticle 
projected in space out over a wide 
field. The center dot of the reticle 
is easily super-imposed on the 
target. When once the instrument 
has been aligned by centering the 
target in the reticle of the target 
finder, this automatically centers 
the object in the frame of the 
camera. 

The finder will be available in 
three models for various Arriflex 
cameras. Installation is easy, and 
basic alignment is made once. The 
Auxiliary Target Finder sells for 
$80.00 and is available from all 
Arriflex dealers. Additional litera- 
ture can be had by writing Arri- 
flex Corporation of America, 257 
Park Avenue South, New York 
10, N. Y. Mention BusINess 
SCREEN. Ly 

ok * * 

Kodak’s Film Sources Guide 

* A completely revised source 
directory for persons interested in 
obtaining free or rental motion 
pictures and filmstrips for group 
showings is now available free 
from Eastman Kodak Company. 

“Sources of Motion Pictures and 
Filmstrips” lists film distributors 
and sources for films on a wide 
range of selected subjects, and 
describes how to book a film. 

For free copies, write to Sales 
Service Division, Eastman Kodak 
Company, Rochester 4, New York, 
and ask for Kodak Pamphlet No. 
S-9. eg 
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Recent Product Developments 


Graflex, Inc., Introduces New 
Galaxy 16mm Sound Projector 

*%& Business and industry users of 
film projection equipment will 
welcome the new Galaxy projec- 
tor from Graflex, Inc. The Galaxy 
uses the new Sylvania low wattage 
dichroic reflector lamp for bright- 
er, more uniform screen illumina- 
tion and cooler machine opera- 
tion. Used as a projector lamp for 
the first time, the new lamp re- 





The Graflex “Galaxy” Projector 


quires only 250 watts of power, 
but its brightness equals that of a 
1200 watt lamp in a conventional 
condenser-reflector system; main- 
tenance is reduced, cooling system 
is smaller and quieter. 

Educational and industrial 
groups will appreciate the Gal- 
axy’s simplified threading which is 
essentially straight line with loops 
automatically set around the 
sound head with the turn of a con- 
trol lever. Other features include 
a removable film gate for easy 
cleaning; an illuminated, color- 
coded, interlocked push button 
console panel providing instant 
fingertip control; permanently at- 
tached folding reel arms with reel 
capacity of 400 to 2,000 feet; 
power operated rewind eliminates 
belt and reel transfers; completely 
portable, the projector is housed 
in a single case with the speaker 
mounted in a lift-off cover, weighs 
only 36 pounds. 

The Graflex Galaxy comes in 
three models—Galaxy 10, 15, and 
Super 15. The Galaxy is avail- 
able through any authorized Gra- 
flex Audiovisual Dealer. Full in- 
formation may be obtained by 
writing Audiovisual Sales Depart- 
ment, Graflex, Inc., 3750 Mon- 
roe Avenue, Rochester 3, New 
York. my 


* * * 


That Handy Cordomatic Reel 
Projector users will like the new 
Cordomatic Portable Outlet Reel, 
Model 510, which provides a com- 
pact 15’ extension cord which 
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New AUDIO-VISUAL Equipment 


for Projection and Production 


automatically retracts into its reel 
housing when not in use. Those 
tangled power cords are eliminated 
by this $8.95 Cordomatic unit. 


* * oe 


Cine-Educator Provides a 
Theatre for the Classroom 

For industrial and educational 
classrooms and meeting facilities, 
a new trend is the increasing use 
of “self-contained” 16mm sound 
projection units which may be pre- 
threaded, focused and “ready-to- 
go” at the flick of a push-button 
by the teacher or trainer. 

The Cine-Educator Daylight 
Projector, recently introduced by 
Busch Film & Equipment Com- 
pany, has its own 24” x 34” rear 
projection screen, an eight-inch 
heavy-duty speaker and automatic 
Cordomatic power cord reel. The 
projector mechanism is the fa- 
miliar Kodak 16mm “Pageant” 





with 


1200-watt lamp, 7-watt 
Busch amplifier. A 120-CFM aux- 
iliary blower provides additional 
lamp cooling for this portable 
theatre. Operation of the unit is 
extremely quiet. 

Such units are favored because 
they minimize or eliminate add& 
tional room darkening, save 
teacher and trainer time and en- 
able a central audio-visual facility 
to set up programs on advance 
schedule. 

The Super-40 shutter of the pro- 
jector mechanism in the Cine- 
Educator was also designed to 
provide maximum screen illumina- 
tion. The screen housing is 
mounted on nylon rollers for ex- 
tension if larger images are de- 
sired. Elimination of exposed 


reels, projector noise and light- 
spill add up to other reasons why 
A-V experts are looking to units 
of this type for more effective 
visualization. Write Busch Film & 
Equipment Co., 214 S. Hamilton, 
Saginaw, Mich. for full details. & 
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DuKane’s 1961 Model “Micromatic” 


Synchronized Sound on New, 
improved Slidefilm Projector 

The 1961 model of the “Mi- 
cromatic” sound slidefilm projec- 
tor, newly improved in function 
and styling, has been announced 
by the DuKane Corporation, elec- 
tronics manufacturer, St. Charles, 
Illinois. 

The “Micromatic” is the fully 
automatic projector incorporating 
in a single, compact, portable ma- 
chine a 35mm filmstrip projector 
and record player which automati- 
cally synchronizes projected pic- 
tures with narration and sound 
effects. New technical changes in- 
clude improved air space and cir- 
culation, permitting cooler opera- 
tion and longer lamp life, and an 
improvement in the tone arm, re- 
ducing weight and adding com- 
pactness, assuring better needle 
tracking in record grooves. 

The “Redi-Wind” system elimi- 
nates film rewinding, and the 
“Synchrowink” film advance 
mechanism changes pictures in a 
rapid 1/20 second. Inaudible im- 
pulses of 30-50 cycles cut into 
records activate picture changes 
automatically without annoying 
beeps or bells. 

The new projector, Model No. 
14A390C, is priced at $230. 
Full information and literature are 
available through the Sales Man- 
ager, Audio-Visual Division, The 
DuKane Corporation, St. Charles, 
Illinois. Mention Business 
SCREEN. Ly 

* * * 

Pathe 16mm Reflex Camera 

Now With Complete Accessories 

& The Pathe “See-Thru” Cine 
Reflex 16mm camera is now 
available complete with 200 and 
400 foot Magazines, Electric Mo- 
tor, Tachometer, and many other 
professional accessories, accord- 
ing to a recent announcement by 
Burke & James, Inc., manufac- 
turers and distributors of photo- 
graphic equipment and supplies. 

The Pathe takes both standard 
double perforated and standard 
single perforated sound 16mm 
film, and all standard “C” mount 
lenses fit the Pathe. For full in- 
formation write Burke & James, 
321 S. Wabash Ave., Chicago. 









ROSS MORE 
PRODUCTIONS 
and Selling Methods, Inc. 


offers a complete service 
to industrial clients and to 
advertising agencies. 


Consultants: Merchandising 
Training and Sales Promotion 
Programs. 


Producers: Jndustrial Films, 
Filmstrips and Animated 
Films. 


Authorized dealer for... 
“Salesmate,” “Vu-Graph” 
and other audio-visual equip- 
ment. 


Among the clients we have 
served are: 


American Telephone & Telegraph 
Company 
Reuben H. Donnelley Corp. 
Fairchild Publications 
General Foods Corporation 
Mutual of New York 


New Jersey Bell Telephone 
Company 


Clairol 


American Nurses Assn. 
° 
If you want to increase your 
profits, the answer is clear: 


1. Have a good product to 
begin with, and 


2. Call on Rossmore experts 
and work with us in de- 
veloping a plan ideal for 
your situation. 


3. Say “Yes” and we'll get 
right to work on your be- 
half. 


Send for important GuIDE TO 
PRODUCTION, compliments of .. . 


ROSS MORE 
PRODUCTIONS 
and Selling Methods, Inc. 
50 E. 42nd St. 
New York 17, N.Y. 
MUrray Hill 2-3625 
Anne Koller, President 


CONSULTANTS @® PRODUCERS 
“SALESMATE”’ 








59 








Here’s Harwald’s new continuous 
projector, 23-lb. “Movie-Mate. 


Movie-Mate, 23-lb. Theatre- 
in-a-Suitcase, Makes Its Debut 


The economical, light-weight 
Movie-Mite 16mm sound projec- 
tor has a new “companion” that 
provides a 23-lb. one-case re- 
peater projector for point-of-sale, 
sales demonstration, other uses. 

The new “Movie-Mate” is a 
product of the Harwald Com- 
pany, Evanston, Ill. List price of 
$498.00 provides a self-contained 
“theatre in a suitcase” that han- 
dies 400’ of color or black & white 
16mm sound film in its one cubic 
foot single-case. Projector lamp 
(400-watt, bi-plane filament) also 
provides sound excitation; in 4” 
permanent magnet, 5-watt speaker 
is standard with the “Movie-Mate” 
equipment. yy 


* x 


“Picturephone 400” Combines 
Slides, Filmstrips with Sound 


Combining both slide and 
filmstrip projections with sound, 
the compact “Picturephone 400” 
has been introduced by McClure 
Projectors, Inc. of Wilmette, II- 
linois. The new McClure projec- 
tor features an advanced lens sys- 
tem for fifty per cent more light, 
quiet heavy-duty fan, five-inch 
speaker, and precision motor for 
all three record speeds in audio- 
visual presentations 

Simple to operate, it opens like 
a portable phonograph to project 
a sharp clear picture either on its 
own built-in screen or a conven 
tional Automatic rewind 
facilitates filmstrip showings, and 
72 slides can be stored in its au- 
tomatic slide changer. Light- 
weight and durable, the “Picture- 
phone 400” weighs only 18! 
Ibs., measures 15 x 61% x 13 


screen 


inches, plugs into any AC outlet 

For more information and 
prices, write to Dept. N, McClure 
Projectors, Inc., 1122 Central 
Avenue, Wilmette, II! im) 


New Audio-Visual Equipment 
Ozalid Overhead Projector 
Has Outstanding Features 

A new overhead projector for 
teaching, business, government, 
military and professional use has 
been introduced by the Audio 
Visual Department, Ozalid Divi- 
sion, General Aniline and Film 
Corporation, Johnson City, New 
York. 

The 750-watt projector with 
precise Fresnel lens gives more 
light with less heat than other 
1000 watt projectors, according to 
the manufacturer. 

The overhead equipment per- 
mits projection of large slides, is 
mechanically simple, personalizes 
the presentation with the com- 
municator facing his audience in 
a lighted room, and gives up-to- 
the-minute presentations through 
the use of home made and on-the- 


IMITATED 


EL/ 


THE FIRST AND sti 
8mm SOUND PROJECTOR mplnyad 


for Projection & Production 


spot materials. Grease pencil may 
be applied to movable plastic rolls 
during the presentation. Ball-joint 
feet compensate for uneven table 
surfaces. Snap-out platen permits 
quick cleaning. The lamp is readi- 
ly accessible for removal, and the 
head post is detachable for easy 
portability. 

For further information and 
prices, write Audio Visual De- 
partment, Ozalid Division, Gen- 
eral Aniline and Film Corpora- 
tion, 46 Corliss Lane, Johnson 
City, New York. Mention Busi- 
NESS SCREEN. Uae 

* * * 
New Camart Core Dispenser 
Makes Film Lab Work Easier 

Eliminate searching for film 
cores with the new Camart Core 
Dispenser. Simply attach the dis- 
penser to a wall and it will keep 


++ BUT NEVER TRULY DUPLICATED! 


eee 


smm > 
De 


QUALITY 
ON THE MARKET, . 


hdh 


4 


J 


with ZOOM Lens 
Or STANDARD LENS 


BUSINESS 


your lab cores handy at all times. 
The aluminum dispenser comes in 
a variety of sizes: 16” at $9.50; 
24” at $11.50; 36” at $14.50. Al- 
so available is a 24” dispenser for 
50’ or 100’ plastic reels for 
$24.00. For further information 
contact Camera Mart, 1845 
Broadway, New York, N. Y. 
Mention BUSINESS SCREEN. 4 
* * * 


CECO 35mm Stop Motion 
Projector Now on Market 

A 35mm analyst stop-motion 
projector which provides the ut- 
most flexibility for the study of all 
35mm motion picture records, in- 
cluding high speed, normal or 
slow photography, is being mar- 
keted by Camera Equipment Co., 
Inc., of New York. 

The new projector, called the 
CECO 35mm Stop Motion Pro- 
jector, is being made exclusively 
for CECO by Paromel Elec- 
tronics. This projector features 
variable speeds from 8 to 24 pic- 
tures per second in both forward 
and reverse operation; positive 
single frame operation, forward 
and reverse; a frame counter, eas- 
ily reset; 1000 foot capacity reel 
arms; and positive frame registra- 
tion, plus or minus .0005 inches. 

Various aperture sizes are 
available which permit the entire 
width of the film to be projected 
It has a 3%” £/1.9 lens and oper- 
ates on a 110 Volt 50-60 cycle 
motor; light projection is with a 
1000 watt lamp. For further in- 
formation and prices, write Cam- 
era Equipment Co., Inc., 315 
West 43rd St., New York 36, 
New York. Mention BUSINESS 
SCREEN. Ry 

os * * 
Pan-O-Matic—Low-Priced, 
Fluid-Controlled Pan Head 

TA Manufacturing Corporation, 
Los Angeles, California, has an- 
nounced the availability of a new 
low-priced, fluid-controlled mo- 
tion picture Pan Head. Named the 
“Pan-O-Matic,” this useful fluid- 
controlled head uses a new leak- 
proof fluid principle that allows 
a retail price of only $99.50. 
The Pan-O-Matic features adust- 
able pan and tilt drags, auto- 
matic breakaway panning, profes- 
sional pan and tilt marking sur- 
faces, and many other features not 
found in some of the most elabor- 
ate equipment. It is designed for 
heavy-duty use, but is light enough 
to be carried permanently on any 
good tripod. The Pan-O-Matic is 
fully guaranteed; complete infor- 
mation may be obtained by writing 
to: TA Mfg. Corp., 4607 Alger 
St., Los Angeles 39, Calif. es 


SCREEN MAGAZINE 





















For motion pictures and slide films, call 
on the producer who best understands 
business needs. Write for our booklet, 
“How Much Should a Film Cost?” 


Fe ahes 


and 
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NEW YORK CITY, 17 
405 Lexington Ave. (YU 6-3265) 
DAYTON, 2 
The Talbott Tower (BA 3-9321) 


DETROIT, 2 
15 East Bethune Ave. (TR 3-0283) 




























Jet Power 
for '60 


During 1960, Lake Central Air- 
lines will begin serving many 
cities with GM Powered Prop- 
Jet Convairs. 

@ 350 mph cruising speed 

@ fully pressurized 

@ completely air-conditioned 
@ radar equipped 

@ 52 passenger capacity 
Watch for Lake Central Prop- 
Jet service in the Great Lakes 
and Ohio River Valley areas. 


LAKE CENTRAL AIRLINES 
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(CONTINUED FROM PAGE 


standard for 16mm of 24 fps. CAMERA 
SPEEDS: (normal) will probably be specified 
at 16 fps, the same for 8mm as now for 16mm. 
PICTURE-SOUND SEPARATION DISTANCE 
(which has already caused some discussion in 
the 8mm field) is likely to be set at 56 frames 
—double the present 28 frames in 16mm. This 
makes sense, though there is still projector 
manufacturer discussion of 54 and 52 frame 
separation. 

Incidentally, two American Standards have 
been set already for 8mm: The location of the 
magnetic sound track on the film and the size 
of the reels. We’re following up these “Stand- 
ards” discussions closely and will keep you ad- 
vised of all Committee reports and adopted 
standards in future issues of “Today’s Picture 
in Projection.” See you next month. Ue 


Farm EauipmMent Makers’ FILM: 


(CONTINUED FROM PAGE THIRTY-SIX) 
The farmer’s action brings him closer to his 
son, his community, and his God. The story is 
skillfully interwoven with farm and nature 
shots and is combined with a recurring musical 
theme, America the Beautiful. 

The film is endorsed by the National Lu- 
theran Council, the National Council of 
Churches, and the National Catholic Rural 
Life Conference; its appeal cuts across a broad 
range of viewer interest. 

Prints are being sold to interested groups by 
the Farm Equipment Institute, 608 S. Dear- 
born, Chicago, Ill. It 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 





HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhavled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . . $1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 
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Know How 


If there’s somebody in this business 
who knows all the answers, I've 
never met him! After 45 years of 
making films for industry, gov- 
ernment and private groups I've 
learned a lot. Maybe I’ve got the 
answer to your next motion picture 
problem. Call or write and we'll see. 


Sam Orleans, Ine. 


New York: 550 Fifth Avenue, Plaza 7-3638 
Knoxville: 211 W. Cumberland Ave., 3-8098 or 7-674? 





















SALESMEN GET IN 
STORY GETS TOLD... 


*® Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

® Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 






Ideal for large 
screen projec- 
tion too. 






Complete with 
screen.... $349.50 


Write for Free Catalog 


| rae HARWALD co. | 


1245 Chicago Ave., Evanston, lil. 
Phone: Davis 8-7070 







NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 
¢ MASSACHUSETTS ¢ 


Cinema, Inc., 234 
St., Boston 16. 


e NEW JERSEY e 


Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 


Clarendon 


e NEW YORK e 

Association Films, Inc., 347 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 


Appel Visual Service, Inc., 963 
Liberty Avenue, Pittsburgh 
99 

Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, WAlInut 
35-0650. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 


6-6731. 


SOUTHERN STATES 


e FLORIDA e 
Norman Laboratories & Stu- 
dio, Arlington Suburb, P.O. 
Box 8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 


N. W., JA 5-5378, Atlanta. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 


e LOUISIANA e 


Stanley Projection Company, 
1117 Bolton Ave., Alexan- 
dria. 

Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 


Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 


e TENNESSEE e 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 
American Film Registry, 1018 
So. Wabash Ave., Chicago 5. 
Association Films, Ince., 561 
Hillgrove, LaGrange, Illinois. 
Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 
15. 


e MICHIGAN e 

The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 

Capital Film Service, 224 Ab- 
bott Road, East Lansing, 
Michigan. 

e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


e OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 
12th St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 
LOS ANGELES AREA 


Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. A-V 
Center, 849 N. Highland 
Ave., Los Angeles 38, HO. 
41-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 
SAN FRANCISCO AREA 

Association Films, Inc., 799 
Stevenson St., San Francisco. 

Photo & Sound Company, 116 
Natoma St., San Francisco 5. 

Westcoast Films, 350 Battery 
St., San Francisco 11. 


e COLORADO e 
Audio-Visual Center, 28 E. 
Ninth Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 
6. 

e OREGON e 

Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


Bausch & Lomb’s New Slide 
Projector, Balomatic 655 

® Bausch & Lomb Inc. has an- 
nounced a completely new, fully 
automatic 35mm slide projector, 
the Balomatic 655, with many 
features including editing, remote 
forward/reverse operation, single 
slide operation. Limited quantities 
of this 1961 Model projector will 
be available in October. 

By means of the exclusive 3- 
way editor, slides may be shown 
singly, loaded into a tray while 
projecting or repositioned for 
proper screen orientation. A timer 


New Balomatice “655” Projector 


allows fully automatic operation 
with intervals continuously vari- 
able from 4 to 30 seconds. A 40- 
capacity non-spill slide tray ac- 
cepts, intermixed, all 2 x 2 slides 
in any standard mount. 

A convenient illuminated con- 
trol panel has all controls grouped 
around a preview screen which 
lights up whenever a slide is not 
being projected or whenever the 
operator is using the editing fea- 
ture. The Balomatic 655 comes 
with a 5” £/3.5 projection lens; 
accessories include 4” and 7” pro- 
jection lenses and a tape recorder 
synchronizer. With carrying case, 
$119.50. For further information, 
write Bausch & Lomb Optical 
Company, Product Information 
Bureau, Rochester 2, N. Y. Men- 
tion BUSINESS SCREEN. iy 


* a * 


A Special Reader's Service 

For sources of all audio-visual 
equipment write BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 








in the east...it’s 


MOVIELAB 
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MOVIELS® 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON}6-0360 


° Fkt | ° ¢ plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 





SblbiFs* CON TAR ED 


It takes a lot of skilled people to create and produce a successful 
¥ visual presentation. 

staff teamwork, 

facilities ...and>well integrated 


’ 


personnel with ° ‘know-how.’ 


A SUNGLS SOURCES 


means efficiency ... with nothing borrowed or 


sub-let to 


economy. Complete 


‘nothing farmed out,’’ .. assures the utmost in 


dependable service. 


Owganggalion 














